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Nearly half the readers of Punch are women, a fact already 
known to advertisers of the many products which *e 
women buy, use or “ influence the purchase of’. ie 


Our cover designer includes Housewives (shouldering their burdens), Musicians 
and Ladies-in-waiting (above, centre) and Trapeze Artists (top, left). 

These and others not here depicted (such as film-stars, millionairesses, etc.) 
are all buyers of beauty products, jewellery, blouses, shoes, baby foods, 
chocolates, bread, fruit squashes. electric kettles, vacuum cleaners, 
furniture polish, rugs and glassware, all advertised to the women who 


READ PUNCH 


JON . VERRINDER, ADVERTISEMENT MANAGER, SPUNCHT’, 
10 BOUVERIE SeGERT, LONDON, we fT CENTRAL gl6l. 
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Conference critics 
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CONFIDENCE 
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al Al ‘ . 

WEAKENED? 

Sir,—At the closing session of 
the Advertising Association's 
Conference at Eastbourne some 
criticisms were made from the 
floor to the effect that some of 
the addresses given by guest 
speakers were not “good public 
relations,” and that, therefore, the 
Conference had not been a com- 
plete success in its attempt to pro- 
mote confidence in advertising if 
such, in fact, was one of its ob- 
jectives. 

At the morning session on 
Saturday Cyrus Ducker 
wound up for advertising and, 
during the course of his remarks, 
he said that we in the advertising 
business were not moralists and 
were therefore not concerned 
with truth. He then went on to 
refer to the “dark hinterland” of 
half truths between exaggeration 
and truth which a_ previous 
speaker had mentioned and sug 
gested that it was with these halt 
truths that we were most vitally 
concerned, 

A pronouncement of _ this 
nature, on behalf of advertising 
as a whole, should never have 
been made, since it is quite con- 
trary to the frequently expressed 
views of the Advertising Asso- 
ciation which more than once has 
publicly proclaimed that it wishes 
to foster “truth in advertising.” 
Moreover, these remarks of Mr. 
Ducker’s are capable of being 
misunderstood and misrepre- 
sented and, therefore, they can 
be calculated to weaken rather 
than to promote confidence in 
advertising. 


A. H. Epney. 


57 Longlands Park Crescent, 
Sidcup, Kent, 


To The Editor.. 


‘Playing with 
fire...’ 


Sir,—Bevan was invited to 
Eastbourne and we cannot com- 
plain if we do not like what he 
said. If we play with fire we must 
expect to burn our fingers! 

Everett Jones, during the clos- 
ing session, told us the value of 
knowing what a Labour Govern- 
ment might do. On the other 


hand, Bevan's speech was widely 
reported. 


Is advertising to be a sitting 
bird? Jf so, where or when? It 
cannot be teo soon. 

R. TRevoR Harris. 
12 Stanhope Row, 
Mayfair, W.1. 


Useful information 
from ‘A.W.’ Poll 


Sirk,—Congratulating you on 
outcome of your Public Opinion 
Voll regarding future advertising 
conferences. 1 feel that you have 
derived a lot of useful informa- 
tion and certainly agree whole- 
heartedly with John Fergus’s sug- 
gestion. You have done a very 
commendable job of work, 
worthy of congratulation, 

At the same time, may I wish 
you many happy returns of your 
40th Birthday, and assure you 
that your publication is one of 
the advertising profession's 
necessities. 

IAN F. BUCHANAN. 
Director, 
Granthams of Reading. 


(Mr. Fergus proposed less fre- 
quent fully-fledged conferences, 
with sectional conferences in 
intervening years.—-Editor). 


The role of the 


account executive 


Sirn,—As one who attended, 
and enjoyed, the recent LILP.A. 
course at Durham, | was among 
those who heard Howard Wad- 
man’s strictures on account execu- 
tives and their duties. As one 
who hopes to tread the thorny 
path as something more than the 
brow-beaten go-between of the 
client and creative director, I 
should like to challenge his 
opinions. 

Firstly, Mr. Wadman contends 
that, initially, new clients should 
meet the creative and marketing 
directors, and not the men who 
are to handle and be siadaentie 


3ATH ABBEY, eae 


[sn 


for the smooth running of the 
account, 

Often it is the account execu- 
tive who introduces the business 
in the first place. Even in cases 
where this is not so, and contact 
work is delegated, any competent 
account execulive should have a 
sound knowledge of marketing 
and certainly be capable of 
analysing and discussing a client’s 
marketing problems with experts 
in his agency. 

At the juncture when market- 
ing and selling points and policy 
for a product have been decided, 
and not before, the creative direc- 
tor must be called in—the field 
in which he can work having 
been clearly defined 

fo introduce him and _ his 
machinations to the client in the 
first instance would be sheer 
folly, The dangers and distrac- 
tions of “bright” ideas and 
“pretty” pictures are as real as 
ever. However good the various 
departmental heads may be, it is 


NEXT WEEK: Midlands 
Market Survey 


natural that they should take an 
enlarged view of the importance 
of their own activities, even to the 
extent of forgetting that the 
object of the exercise is to sell 
the product. 

Surely the task of the account 
executive is intelligent interpre- 
tation of a client's needs and by 
proper co-ordination of his 
agency departments, to produce 
an effective selling plan. 

A. CROUCH-SMITH. 
S. C. Peacock Ltd. 

(Howard Wadman writes: It is a 
little hard to bring your readers into 
the middle of a discussion which has 
now lost its context. However, Mr. 
Crouch-Smith has made an almost 
classic statement of a view which I 
believe to be fundamentally un- 
sound. The case cannot be argued 
in a footnote, but let me say that 
any agency which employs a creative 
director whose machinations include 
“bright” ideas and “‘pretty’’ pictures 
had better get rid of him. An 
executive is a man (and a highly 
competent man) who executes a 
plan; the making of the plan needs 
the close co-operation of the best 
brains available, and their labels 
will differ from agency to agency. 
But the relegation of top creative 
men to ivory towers where they have 
not part in the formation of policy 
invites irresponsibility. The nature, 
as well as the actual expression of 
the message is of absolutely prime 
importance in advertising, and any 
agency set-up which does not recog- 
nise this is handicapped from the 
Start.) 
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Two brains for the 
. . « 
price of one? 

Sirn,—Ernest Biggs on export 
advertising (April 16), says: 

“The most effective overseas 
advertising campaigns are those 
which have been produced by a 
good British advertising agent 
working in intimate collaboration 
with an equally good local adver- 
tising agent in the territory. 

Incidentally, under this method 
the advertiser benefits by having 
the collective brains of two adver- 
tising agencies for the cost of one, 
but this is only one of the many 
advantages.” 

We have been in business for 
quite a long time, but we have not 
yet found the secret of giving 100 
per cent efficiency at half price. 

Mr. Biggs has raised a delicate 
economic question. Suppose ad- 
vertisers start insisting that all 
agents should use associates over- 
seas and at home in the hope of 
getting two brains for the price 
of one, what then? 


W. H. Baptist SMITH. 
A. Vernon Keith & Co. 


St. Bride’s carillon 


Sir,—You will be pleased to 
hear that our appeal is being 
generously supported by your 
readers and Fleet Street gener- 
ally. 

Donations from £100 to 10s. 
have been received from over 
100 subscribers which has as- 
sured us that the £2,000 will be 
forthcoming to commemorate the 
Coronation by the end of next 
month, 

May I remind those who have 
not yet sent their donation, that 
we are anxious to close the 
appeal early in May and hope 
to hear from them during the 
next few days? 

HAROLD FIsH. 
Seacoal Lane, 
London, E.C.4. 


- -« allied to “the West Country 


Loaden Office: 85 FLEET STREET, E.C.4 


BristoL LVENING POST 


with more than 130,000 daily circulation 


Head Office: SILVER STREET and BROADMEAD, BRISTOL 
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Stuart Mander, Advertisement Director, George Newnes Ltd., 
Tower House, Southampton Street, Strand, London, W.C.2 
_ Temple Bar 4363 (40 lines) 
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These people know how to enjoy 


= 


themselves = 


_. With the highest daily net 
Yes! 1 het that party cost a fortune. They all club together, of course. = sale in the world, the 
DAILY MIRROR offers 


the most powerful mass 


And a lot of them are making very good money. Taking overtime 
into consideration and allowing for households of two and three 
wage-earners, there must be quite a few families on this estate with market coverage in the 


incomes many an executive would be pleased to earn. = history of daily newspaper: 


EAT} 


at the lowest square inch 
Yes, indeed. And they don’t have the executives’ overheads, either. 


. ~ ; per thousand rate of all 
Canteen meals . . . subsidised rents . . . low fares. It's no wonder 


; national dailies. 
they can afford to buy luxuries. It would be interesting to know just 


how many televisions there are on this estate. 


And washing machines and refrigerators. And quite a few cars 


beside. Yes, these are the people with the money to spend these 


When planning 
days. 


DAILY 


your schedules you 
MUST include 


MIRROR @ smosns umane 
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Eastbourne — despite its 
success—may be the last of the 
“streamlined” Conferences. 

A. Everett Jones, Conference 
committee chairman, told dele- 
gates that the Brighton Confer- 
ence (which pattern was fol- 
lowed also at Eastbourne) was 
an experiment, and it was never 
thought it would continue in- 
definitely. He hoped that next 
year’s chairman would experi- 
ment widely. 

The winner of the competi- 


tion organised by “Advertiser's 
Weekly” to find out the general 
opinion about conferences 
might have given everyone a 
clue, said Mr. Everett Jones, in 
suggesting large conferences 
every second or third year, with 
smaller sectional conferences, in 
different parts of the country, 
in the years between. 

The president, E. J. Robert- 
son, disclosed that the Chan- 
cellor of the Exchequer had 
been very keen indeed to ad- 


Future conferences: *A.W. prize-winner may have the clue 


dress the Conference, but could 
not get back in time for 
another engagement. A point to 
be considered in future was 
whether more top-line speakers 
could be secured if the confer- 
ence was held in London or not 
so remotely at the seaside. 


Trade press praised 
G. R. Pope said that through- 
out the Conference he felt the 


trade press was giving advertis- 
ing “very wonderful service.” 


He instanced the publicity 
ziven to the Miles Thomas De- 
velopment Committee Report - 
which had been available to 
them only a few hours before 
going to press, and which 
“Advertiser's Weekly” had 
printed in full. 

Norman Moore agreed that 
“the extraordinarily generous 
space” which had been given to 
the report had helped the dele- 
gates to become familiar with 
its recommendations. 


explains policy 


HEN the 20th Conference 
ended at Eastbourne on 
Robertson, 


Why Bevan was invited: 
Conference organiser 


of the Advertising Association 
Sunday, the president, E. J. 


said he doubted if the 815 delegates had eve: 


attended a more interesting or inspiring Conference. 


At the final session an enthusi- 
astic reception was given to the 
report of the Development Com- 
mittee, under the chairmanship of 
Sir Miles Thomas, which set out 
a long term policy for the Adver- 
tising Association. 

Conference critics wondered, 
however, whether the programme 
at Eastbourne was conducive to 
“the promotion of public con- 
fidence in advertising.” 

Apple-cheeked Aneurin Bevan, 
M.P., poured scorn on advertis- 
ing and told delegates they “were 
harnessed to an evil machine.” 
Methodist orator Dr. W. E. 
Sangster, suggested truth in adver- 
tising was a muted word 

They were answered, of course, 
by spokesmen for advertising, and 
a brilliant speech by P. L. Stobo 
(see page 236) brought delegates 
to their feet cheering. 

But the critics hit the headlines 
in the national press—and the 
question of whether this was good 
public relations for advertising 
was raised at the final “free-for- 


all” discussion on Sunday. 

Conference committee  chair- 
man, A, Everett Jones, offered no 
apologies. Mr. Bevan was asked, 
he said, in order to find out what 
the Labour Party might have in 
store for advertising. It was pru- 
dent to find out. 

Mr. Bevan told the delegates 
that in a_ socialist’ society a 


| 


wena GoCHGS 


A. Everett Jones 
—No apologies 


wide range of things would pass 
into public control, thus reducing 
the need for competitive advertis 
ing. New products would be ad 
vertised “in a sedate, seemly, and 
proper manner” and publicity 
restored to its pristine function of 
making information available 
without artificial stimulation 

Mr. Everett Jones said that the 
Conference was designed to find 
out what was the nature of the 
criticism which had been dogging 
advertising so long so that it 
could be answered. 


ON OTHER PAGES 


A.A. Conference: full re 
234, 235, 236, 237, 238, 
243, 246, 273. 

Mainly Personal, b 
columnist Contact, is devetat 
exclusively to Eastbourne Con- 
ference | ene and pic- 
tures—2 

The rest of the news is sum- 
marised on pages 276, 277 
(Incorporated Sales Managers’ 
Association’s Conference), 278 
(Current Advertising at a 
Glance), and 279. 


IPA ‘officers 


re-elected 


Officers of the LI.P.A. were re- 
elected at a Council meeting on 
Tuesday. They are: President, 
Hubert A. Oughton; vice-presi- 
dents, Hugh T. Appleton, Nor 
man Moore and (¢ Harold 
Vernon; hon. treasurer, R. ¢ 
Sykes; hon. secretary, R. B 
Browne 
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@ A.A. CONFERENCE—THE CRITICS ON THE WAR-PATH 
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EVIL SERVICE’ 


| fees a Socialist economy advertising would fulfil a role 
similar to that exercised in campaigns for the public good 
~—like those for diphtheria immunisation and blood plasma—and 
would give information “in a sedate, seemly and proper fashion 


when new products became available.” 


Publicity would be 


“restored to its pristine function of spreading information, 
without artificially stimulating desires.” 


This was the declaration of the 
Rt. Hon. Aneurin Bevan, M.P., 
when he addressed the Advertis- 
ing Association’s Conference at 
Eastbourne on “The place of con- 
sumer choice in a Socialist econ- 
omy.” 

He argued that under such an 
economy the consumer would 
actually have more choice than 
at present “for in competitive 
society the consumer is passive, 
besieged, assaulted, battered and 
robbed.” 

Mr. Bevan, who was introduced 
by Sir Miles Thomas as “one of 
the most virile and penetrating 
personalities of this modern age” 
was given a cordial reception. 

He said he had met advertisers 
singly and usually found them 
“hard-boiled,” so he was terri- 
fied at meeting them en masse. 
Mr. Robertson, as one of the big 
bosses of Fleet Street, no doubt, 
spent his time busily accumulat- 
ing a sense of guilt (laughter). 

“Perhaps, however, he is a 
secret and ardent admirer of 
Tribune and wants to give me the 
chance to get some advertising,” 
Mr. Bevan quipped. 


Successful 


He commented on the “subtle 
wording” of the subject he was 
to discuss. It suggested there 
would be hardly any consumer 
choice under Socialism; indeed it 
almost implied there would hardly 
be any consumers! 

“I know you are exceedingly 
successful people not only in- 
dividually but as a profession,” 
he continued. “In many ways 
you are the utmost successful 
profession in modern society. 
You are almost ubiquitous 
No institution, no matter how ap- 
parently evil, but must. have some 
good in it, otherwise it would not 
thrive so much,” 

Under Socialism, exactly as in 
a competitive economy, advertis- 
ing would be necessary to make 
information universally available 
and to disseminate knowledge. 

He had been studying litera- 
ture and books abou; advertising 
and some of the claims made for 
it had surprised him. 

He was under the delusion that 
circumstances other than adver- 
tising had developed mass mar- 
kets. He had imagined that his 


friends of the T.U.C, might take 
some responsibility. 

Advertising was also, appar- 
ently, responsible for standardisa- 
tion and for improving the quality 
of products, He did not question 
that advertising was associated 
with these developments for as 
personal communication became 
impracticable impersonal com- 
munication had to take its place. 
But the range of some claims 
made for it surprised him. 


Comment on code 


Some aspects of advertising 
filled him with dismay. When 
Minister of Health he received a 
high-powered delegation from the 
newspaper industry to tell him 
they had adopted a Code under 
which certain claims could not be 
made in advertisements. Of 
course, at the time, newsprint 
was restricted... . 

“It is not the first time public 
virtue and private advantage have 
gone hand in hand,” Mr. Bevan 
continued. “It was a good thing, 
they recognised {when _ their 
revenue would not suffer), to cut 
out the least desirable of their 
customers—but they could have 
gone a great deal further.” 

The we'fare of the advertising 
world did not always jump with 
the public interest. When 
Minister of Health he had exam- 
ined the claims made for a cer- 
tain type of bread. An analyst's 
report had assured him it was 
perfectly innocuous--and useless. 
It was, nevertheless, a highly ad- 
vertised product! 

The size of the drug bill was a 
feature of the health service. As 
Minister of Health he had tried 
to persuade the doctors not to 
prescribe — certain proprietary 
medicines—but the advertisers 
were more successful, and the 
cost was met by the taxpayers. 
“You have brought the arts of 
publicity and advertising to such 
efficacy that you are able to 
extract from the Exchequer 
money which should have been 
saved,” he challenged 

Mr. Bevan referred to the 
recent article by Hubert Oughton 
in’ ADVERTISER'S WEEKLY in 
which the campaign for diph- 
theria immunisation was cited 
as an example of advertising’s 
contribution to the national wel- 
fare. Here was an instance of 


BEVAN BLASTS ADVERTISING — ‘AN 


the work of advertising which he 
would applaud 

“Why Mr. Oughton = should 
describe it as ‘prosaic’ is beyond 
me,” he added. “I think it is 


Cameras clicked and bulbs 
flashed furiously while Mr. 
Bevan was speaking. He loved 
it. Skilfully he dodged the 
microphone to present the 
photographers ample oppor- 
tunity for good shots. 

ADVERTISER S WEEKLY cam- 
cra-men presented a_ fine 
selection. We chose this picture 
because it seems to illustrate 
so admirably Mr. Bevan's 
attitude to advertising. 

And, of course, there is only 
one caption 


THE SMILE ON 
THE FACE OF 
THE TIGER 


rather exciting 
children’s lives.” 

A serious charge he made 
against advertising was that it 
mutilated people's mental associ- 
ations. 

Personally he liked looking at 
the drawings of Leonardo da 
Vinci--but now, whenever he 
saw them the face of Harry 
McGowan appeared before him 
(laughter) 

“LT object to such false associ- 
ations, he said. “It is a distortion 
of human values—an_ aesthetic 
offence You steal emotions 
belonging to one object and 
attach them to another. Well. 
you know—-that’s telling lies. It 
is not telling the truth to associ- 
ate noble sentiments with ignoble 
things. You are doing a grave 
Cis-service to mankind. You are 
destroying the wholesomeness of 
our mental associations. You 
shouldn't do it, you know. 


myself saving 


. 
Cretins 
“The association of ideas of 
t young woman pouring out tea 
is not too bad, but when you 
take masterpieces of art and 
associate them with trivial 


things it is destroying a most 
precious inheritance of mankind 
and reducing us all to the level 
ef cretins. 

“Of course advertising is ‘suc- 
cessful’—but in the country 
where it is most successful 
what do you find? The most 
psychiatrists, the most duo- 
denal ulcers, and aesthetic 
standards which are not very 
high.” 

He had found the historical 
associations of Italy “poisoned 
and polluted” by advertisements. 
In contrast the roads of Britain 

thanks to a Labour Govern- 
ment—were some of the most 
civilised to motor along. 

“It is just not true to say a 
mass market is necessarily asso- 
ciated with advertising,” he con- 
tinued, “There is One very suc- 
cessful chain stores in Britain 
which does not advertise at all 
yet, even when they put a new 
product on the counter it goes at 
once.” 


Consumer ‘choice’ 

It was quite possible to get 
mass production and sales with- 
out advertising. Aural aids had 
been advertised—quite well—for 
years, but many thousands were 
provided, very much cheaper, 
without advertising under the 
health services. 

“But, you see, my chief con- 
cern was to enable the deaf to 
hear—and not the advertisers to 
eat,” he added. 

“It is not correct to say ‘con- 
sumer choice’ in existing circum- 
Stances. It is not the customer 
wno chooses you—you choose the 
customer. When you plan the 
launching of a new product it is 
like Montgomery organising a 
battle... . You use all the arts 
and some that are not arts-—-to 
push your product down our 
throats and then you call it con- 
sumer choice!” 


Television 

“Actually consumer choice 
would have more scope under a 
Socialist society because when 
you are not trying to make a 
profit out of an article you don't 
push it too far... . 

“I regard modern advertising 
as one of the most evil conse- 
quences of a society which is, 
itself, intrinsically evil.” 

Now we were threatened with 
commercial television. He did 
not own a TV set and had never 
seen a TV performance. Perhaps 
he was getting old fashioned! 
But why, in addition to a caco- 
phony of hideous noises, should 
we have TV ‘commercials’ as 
well? Why should we imitate the 
worst features of other countries? 
Why was it necessary that he 
could not listen to a Beethoven 
Symphony without being re- 


minded of deodorants? 
“I know that individually you 
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Testimonials 


and 


the 


ADVERTISER'S WEEKLY 
‘final 


lunacy 


1 


jing as one 


moderna advertis hich is itself 


—AND THE CONSEQUENCES OF BEVAN 


This headline in an Easthourne paper was quoted by Conference critics 
who contended that Mr. Bevan's visit might have been good publicity for 


Mr. Bevan, but that is was 


are decent people,” said Mr. 
Bevan, “but you are harnessed 
to an evil machine which is doing 
great harm to modern society. I 
hope you will be kept in check. 

“I know many of you have 
been conscious of the fact that 
seme of the worst defects and 
impulses of competitive advertis- 
ing must be controlled in_ the 
interests of the public as a whole, 
and in the best interests of adver- 
tisers themselves.” 


TRUTH— 


Generous tribute to the skill 
and service of advertising was 
paid by Dr. W, E. Sangster, the 
noted Methodist preacher, : 

Many posters to-day, he said, 
were a positive joy and were 
well worth hanging up at home 
as works of art. It was “sheer 
bliss” to look at some of the 
magnificently produced advertise- 
ments in magazines and periodi- 
cals 

Affectionately, however, he 
charged advertising with three 
things: creating artificial de- 
mands; treating the public as 
half-wits: and regarding “truth in 
advertising” as something a little 
different from the plain truth. 

“How it delights me when I en- 
counter publicity which appeals 
to the minds of men,” he ob- 
served. “Thinking by slogans Is 
not thinking at all. Sometimes, I 
am afraid. the appeal to the mass 
mind is: “You nit-wits—you will 
fall for this.’ ... Like other walks 
of life, advertising has its under- 
world. Oh! the harm that has 
been done by publicity in foisting 
fear into the public mind. 
Sometimes truth in advertising 1s 
a muted word. It seems to mean 
something less than truth stand- 
ing by itself. It is a fine ethical 
point when exaggeration becomes 
plain lying 

“| applaud the grand job you 
are doing. I hone you will do it 
even better. And I dream of the 


day when the great skills you 
exercise will be put to the ser- 
vice of the spiritual truths by 
which men live.” 


not good public 


relations for advertising. 


He wanted to see the transfer 
of as many products as possible 
to public control, and this would 
reduce the need for competitive 
advertising. He wanted to see the 
agents of publicity fulfilling their 
pristine function and spreading 
information about what things 
were available to mankind “not 
by artificially stimulating — his 
desires—often by appealing to 
his worst instincts.” 


and ‘Truth 
in Advertising’ 


THE SMOKING 
CRAZE 


The luxuries of one age 
become the necessities of the 
next, not only because of 
their own insinuating ways but 
because of the skill of adver- 
tising, said Dr. Sangster. 

One of the better things it 
had done was to popularise 
Jabour-saving machinery 
which had taken much of the 
drudgery out of housework. 

“But,” he added: “were you 
just as successful when you 
put the smoking craze into 
millions of women?” 


‘Cure’ ad. will 
be investigated 


When Dr. Sangster quoted the 
copy of an advertisement which 
claimed to cure indigestion and 
other ailments, W. W, J. Studd 
said he was shocked to hear it. 
The word “cure” should not be 
used—and he promised an im- 
mediate investigation. 

As proof of the attitude of 
publishers on this point, he cited 
a recent instance where, although 
blocks 


the and mats were 
received, advertisements for a 
famous Continental spa were 
refused. The word “cure” in 


them was used in a more specific 
sense than implying the waters 
had remedia! values 


The writer of the 
‘Shocking History’ 
is still shocked 


A scathing attack on testimonial advertising by celebrities 
was made by E. S. Turner, author of “The Shocking History 
of Advertising,” speaking at the Eastbourne Conference. 


In his view “the biggest single 
blot on advertising to-day” was 
the signing up of prominent 
people, society women and enter- 
tainers, “to endorse products in 
which everybody knows they're 
not the least bit interested.” 


He added: “I've been rather 
impressed to. find that the 
authoress of a new book on 


etiquette which has now reached 
this country says it js ‘socially 
permissible’ for a person, ‘if 
properly approached’ to endorse 
foods, liqueurs, cosmetics and 
cars, but not things like deodor- 
ants, toothpaste, or underwear. 
“Now this pronouncement, or 
dispensation, seems to me to add 


the final 
touch of 
lunacy to 


this business 
of  testimo- 
nials. What 
the phrase 
‘if properly 
a p proached’ 
means 
leave you to 
speculate. | 
don't know 
vhether soc 
ety women 
and actresses 
in this country endorse products 
for the sheer love of the thing. 
I doubt it. Most of the public 
doubt it too. Rather cynically, 
the man in the street regards this 
business of endorsing as part of 
the spoils of success. 


Whole thing is bogus 
“The argument in favour of 
using these testimonials, as I 
understand it, is that the public 
like looking at pictures of success- 
ful people, and it helps to sell 
goods, so what harm is there? 
Well, the only harm is that the 
whole thing is bogus, and adver- 
tising is supposed to be con- 
cerned to make itself look honest. 
“If we can't have a voluntary 
renunciation of these testimonials, 
as we had when the big petrol 
companies decided to stop adver- 
tising in the country, the next best 
thine would be for some adver- 
tiser to run a satirical campaign 
ridiculing testimonials for all he 
is worth.” 

About 90 per cent of advertis- 
ing seemed to him to be per- 
fectly sensible and reasonable, 
that is to say, the advertising of 
things which are for the most 
part utilitarian. 

“It's when we come to 


the 


THE FEAR OF 
THE PRESS 


Douglas M. Saunders told 
the Conference: 

“Owing to the fear the press 
may have that they could be 
accused of being under the 
influence of advertisers, news- 
papers do not give advertising 
as good a break in their 
columns as they do other in- 
dustries and professions. 

“If we can convince them 
that we are respectable I hope 
they may help us.” 


quick expendables, the pills and 
lotions and fancy goods and 
drinks that the fun starts,” he 
added, “The charge can be made, 
I think, that while nobody is 
selling ‘cures’ for serious dis- 
orders any more, a great deal of 
money and energy is being spent 
on trying to sell remedies for 
conditions which are really rather 
fanciful. 

“The current anti-smell cam- 
Paigns are a case in point, Do 
we all smell so badly, do all our 
houses smell so badly, as to 
justify the scale and the tone of 
some of the advertising cam- 
paigns of the moment? 
is another accusation against the 
advertiser, that he accepts won- 
derful new discoveries a little too 
readily. One year it's benzedrine, 
another it’s chlorophyll. 

Mr. Turner considered that 
though the advertising profession 
had got a pretty well developed 
conscience, the test would come 
if the newspapers expanded their 
size again and start clamouring 
for advertisements. 


PUBLIC TASTE 


Good and intelligent art and 
colour jn advertising would 
gradually percolate from the top 
and influence public taste, 
Stephen Potter, author and broad- 
caster, told the Conference 

practical approach could 
help influence public taste as well 
as an aesthetic one, said J. M. 
Richards, joint editor, Architec- 
tural Review. Motor car adver- 
tising had helped make the 
ordinary man quite a connoiseur 
of cars, able to discuss them in- 
telligently, and to hold decided 
views about them. In turn his 
views on what he liked had some 
influence on their design. 
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Maudling at the ‘mike. 


*Kssential 
part of 
economy’ 


A thriving and efficient 
advertising industry is an 
essential part of a healthy 
and = prosperous economy, 
Reginald Maudling, M-P., 
Economic Secretary to. the 
Treasury told the Conference. 

There were many ways in 
which advertising contributed to 
the social and economic life of 
the nation Not only did the 
best of it contribute to the enjoy- 
ment of those who read it, but it 
brought to the notice of people 
many new amentities of life 
which they would otherwise 
never know about 

Advertising had two economic 
functions: it could build) up 
rapidly a mass market, and it 
was essential to the competition 
which gave goods of quality to 
the consumer. 


Better quality 


Some people said advertising 
put up the cost of products. Per- 
haps some advertising did this, 
when there was no competition 
in price or product, but there 
were many other cases where the 
reverse was the case 

The battle of the detergents 
provided an example of adver- 
tising leading to improve quality 
and reduced prices. 

It was true that advertising 
expenditure had doubled since 
the war, but total national expen 
diture had advanced much more 
than that 

Mr Maudling traced — the 
changes in Britain's economy 
since 1945 and said that in the 
new situation following — the 
recent Budget advertising had an 
important part to play. In the 
export market there were grow- 
ing problems, with increased 
competition from such countries 
as Germany and Japan 
“Exporting.” said Mr. Maud- 
ling, “is now becoming a matter 
of sales promotion —intelligent, 
vigorous, active selling-——particu 


consumer 
The pattern of our economy 


Stobo flays Bevan : Selling 


‘will to want’ better than 


buying votes with wigs 


Of those who answered for 
advertising the most forthright 
speech came from P. L. Stobo. 

“If we are to preserve our 
British way of life,” he said, 
“we must be prepared to work 
for it; to work harder, more 
efficiently, more enthusiastically 
than ever before, and we must 
be able to enjoy the rewards of 
that work or it won't seem 
worthwhile. 

“To accomplish this in a 
democracy advertising is the 
greatest thing —in fact almost 
the only thing at our com- 
mand. Only totalitarian stafes 
can make men work by fear—- 
or force. 

“Advertising can make men 
want to work by stimulating 
them to want the rewards of 
that work. Better homes, more 
education, nicer clothes, wider 


travel, richer leisure and more 
money to spend on all the little 
things that make life worth- 
while. 

“Don't, I beg of you, deplore 
this doctrine of materialism, 
because it is through material- 
ism that we will find not only 
prosperity but the finer things 
as well. 

“To the passer by, a poor 
peasant cutting his corn with a 
sickle is a picturesque sight but 
it means a life of avarice, 
degradation and mental sterility 
beyond belief. 

“Sell a woman the will to 
want an electric kitchen and her 
husband the will to provide and 
you are selling her the leisure 
that will one day make her 
want to read a book. 

“Aneurin Bevan denied us 
the right to make that great 


contribution to our British way 
of iife. In a_ brilliantly 
delivered speech which, to me, 
stank of self aggrandisement, 
he chose to define our proper 
function as ‘the making aware 
of what was available.’ 

“Does he really believe that 
the publication of airline and 
shipping schedules would bring 
the thousands of Coronation 
visitors to Britain whose dollars 
he so desperately desires in 
order to pursue his evil some- 
thing-for-nothing policy of 
buying votes with wigs? 

“Forget Bevan. Forget our 
other critics too. We are not 
the economic planners of the 
people’s spending. We are not 
the custodians of morality. We 
are not the arbiters of taste. 
We are salesmen of the will to 
want.” 


Members of the Council of the Adve 
guest speakers at lunch, with the president, I 
table. 


of the 
lerly in the North American 
market Great things have 


already been achieved, and ad- 


vertising has played a very large 
part indeed British advertise 


ments in American magazines are 


t great credit to the advertising 


industry.” 


At home the economic situa 


tion had changed considerably, 
and there were new opportunities 
for advertising. The Government 
believed that the 
leaving choice to the gentlemen in 


principle of 


Whitehall was fundamentally 
wrong 
Mr. Maudling added: “The 


should be sovereign 


rtising Association and some of the 
J. Robertson, at the head 


should be set by his choice, not 
by that of planners in Whitehall] 
We want to re-create the atmos- 
phere of free and vigorous com 
petition in which your industry 
thrives . We want to satisfy 
the real desires of the consumer 
in a free market.” 

G. R. Pope suggested that Mr 
Bevan summed up his own ideas 
when he described advertising as 
an evil service in an evil society 

Mr. Bevan had said he did not 
believe advertising had built up 
the mass market He thought 
trade unions had done it. But 
he had not made it clear that 
without = advertising industry 
could not have been keved up 
to serve the mass market 


The Health Service and drugs 
had been mentioned. 

The answer to the allegation 
that proprietary drug prices were 
high owing to advertising costs 
was that the Government had 
found itself in control of the 
point of sale. Products prepared 
after much research were exam- 
ined and reproduced — more 
cheaply. That was unfair. 


Public confidence 


Mr. Pope said the public had 
confidence in some proprietary 
medicines. They would go on 
buying them whatever _ the 
Government did—and doctors 
would continue to prescribe them. 

It was true that the Govern- 
ment had produced cheaper deaf 
aids. That was possible because 
they gave them away and there- 
fore had a ready-made market 
without the necessity for publi- 
citv. Given the same opportunity 
industry could have done some- 
thing similar. 

Mr. Bevan had spoken about 
commercial TV. Yet he had ad- 
mitted that he had never seen a 


programme. What right had he 
to criticise in these circum- 
stances? 


If commercial TV came to 
Britain, said Mr. Pope, he was 
confident something would be 
produced that was really English 
and not American. 

Mr. Schumacher had said there 
was going to be a world shortage 
of raw materials. In this event 
advertising could be used to teach 
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NO APOLOGIES: “The anonymous force 


men to have one car instead of 
two, or to make one last longer, 
and thus spread things out more 
fairly. 

“I don’t think we need apolo- 
gise to anyone,” said Mr. Pope. 
“We try to do a good job and 
I think we do it. It is true that 
there have been skeletons along 
the road that advertising has 
come. But that is true of any 
industry.” 

There was still a lot to be 
done in export markets. A 
research organisation should be 
set up to provide information on 
overseas markets—a body which 
could guide the whole of in- 
dustry. 

“I believe,” said Mr. Pope, 
“that there is a job to be done 
by advertising in labour rela- 
tions. Industrial troubles come 
to a head before people know 
they exist. Advertising should be 
used to bring about understand- 
ing between employee and 
employer, also between trade 
union leaders and their mem- 
bers.” 


Helping to 
build a better 
Britain 

Douglas M. Saunders named 
three tasks which advertising 
could perform: 

1. Build better 

industry. 

. Help to explain the intrica- 
cies of civilisation and the 
modern economy 

3. Assist to build a_ better 
Britain at home and enhance 


relations in 


> 
- 


our nation’s reputation 
abroad. 
People in advertising knew 


they had a lot to learn. Few 
things in life were perfect, but the 
industry had made a great deal 
of progress in the last 25 years 

The question had been asked: 
Who pays for advertising? The 
answer was, of course, ““The con- 
sumer.” But it must also be said 
that the consumer derived advan- 
tages from the advertising of 
goods. In most cases, advertised 
goods offered a safeguard to the 
consumer 

Advertising was proud of the 
part it had played in helping to 
build up export markets. Now 
there was the new threat of 
foreign competition, and it must 
be fought hard. Mr. Saunders 
suggested that the representatives 
of Westminster and the City 
attending the conference should 
persuade their political and 
financial friends to stop looking 


at advertising as if it were some- 
thing “not quite respectable.” 

It was no good any Govern- 
ment pretending that it could give 
people a higher standard of living 
without advertising. Proper use of 
advertising could lead to a better 
life—-but it must be honest and 
it need not be dull. 


‘Facile and 


histrionic 
pessimism’ 
The facile and __histrionic 
pessimism” of Mr. Bevan was 


answered by Cyrus Ducker, who 
also accused Dr. Sangster of 
“doing much the same as he has 
accused us of doing”--in other 
words, of over-stating his case. 

Mr. Ducker said Mr. Bevan’s 
arguments against advertising 
were jeojcune. He had heard 
that Mr. Bevan had had his ad- 
vertising audience rolling in the 
aisles. Dr. Sangster had done 
something similar to them. 

When he heard Dr. Sangster, 
he thought “There, but for the 
grace of God, goes a very great 
copywriter.” 

The indictments of advertising 
were numerous. “But,” said Mr 
Ducker, “we are not really con- 
cerned with truth any more than 
we are with lies. We are con- 
cerned with the area in between 
As a business we are not con- 
cerned with morals. 

“In all these indicuments I 
always detect a certain amount 
of fear, dismay and envy. 

“What we are discussing at 
this Conference is really a matter 
of power politics, All of us want 


of the 20th century’ has a great future 


D. M. Saunders 


G. R. Pope 


Cyrus Ducker 


Three of the men who ‘wound up for advertising’ and hit back at the critics. 


to win friends and influence 
people.” 

There was a tendency to strike 
out at advertising because it 
seemed to achieve success the 
easy way—just by pushing out 
money. This was not true. Ad- 
vertising had achieved success 
because it got down to the tech- 


nical problems involved. — Per- 
haps more than anyone else, 
advertising people had studied 


the problem of how to communi- 
cate with people. 

Could that be why some 
desired to keep advertising people 
away from the TV screen? Were 
the lords spiritual and temporal 
afraid of advertising making 
further advances? 

“We are going to need tele- 
vision to deal with some of the 
very large problems which are 
going to face us in the next 10 
years,’ said Mr. Ducker. 

“Whatever our rivals may say 
or do, advertising will go on 


from strength to strength, be- 
cause it is needed and because it 
is useful. It might be called the 
great anonymous new force of 
the twentieth century.” 

Dr. Sangster might have left 
some of them with the feeling 
that their shortcomings were very 
much greater than they really 
were. 

Mr. Bevan had suggested that 
advertising and all its work was 
evil. He had left the impression 

probably carefully calculated 
that society was evil “because of 
advertising.” That was absolute 
rubbish. Society was compli- 
cated by the prodigious increase 
in world population. And that 
was a fact that was going to 
provide advertising with enough 
work for its imagination and 
energies for the next 100 years. 

In every generation there had 
been people who had cried 
“woe,” but mankind had sur- 
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FACING UP TO THE POST-WAR PROBLEMS 


May 7, 1953 


The president, E. J. Robertson, 
at the rostrum 


The economic 
role of 
advertising 


Britain’s post-war experience 
of her extreme and exceptional 
economic vulnerability is not ab 
normal E, F, Schumacher, econ 
omic adviser to the National 
Coal Board, told the Conference. 

He continued: “It will be 
repeated again and again until 
Britain’s economic weakness is 
tackled precisely where it lies 
im her extreme and exceptional 
reliance on undefined and un 
planned ‘world markets’ to sup- 
ply her with ‘primary’ goods and 
to take her ‘secondary’ goods as 
payment. As long as people 
doubt the necessity of this ap 
proach, they will also conven: 
ently doubt that anything sub 
stantial could be achieved, Once 
they have fully recognised the 
necessity, they will find countless 
possibilities of constructive 
action, 

“The main function of the ad 
vertising industry is to influence 
people in the way they spend 
their money. Of course I realise 
that the advertiser is the servant 
of his principal and cannot be 
held responsible for general econ- 
omic policy Yet something 
remains aS his own, even while 
he is faithfully doing what he is 
told. 

“He can, in many subtle ways, 
create What might be called a 
‘climate of opinion’. In a demo 
cracy, things do not change until 
the climate of opinion changes 

“The advertiser can build up 
or break down prejudices against 
substitute materials which reduce 
the country’s dependence on im 
ports. He can chanee consumer 
habits away from thines we can- 
not produce and towards things 
we can; away from short-lived 
articles which lead to a speedy 
consumption of raw materials 
and towards quality goods which 
make a given quantity of raw 
material serve a lone time; away 
from goods that are made of irre- 
placeable materials (whether im- 
ported or home produced) and 
towards goods which nature her- 
self reproduces in her own cycle 
of growth and decay.” 


“It was the best friend of the 


‘Advertising has done more for the 
worker than all the politicians’ 


Robertson on the 
challenge of peace 


It was most timely, said E. J. mass markets—and mass pro- 
Robertson, president of the Ad- duction it had done more to 
vertising Association, opening reduce the cost of living than 
the Conference, that advertising all the politicians 
experts should be meeting at 
this particular point in history 
when the world was about to 
meet the challenge of peace 

Ihe free world had lived so long 
in the shadow of war that 
people had almost forgotten 
what real peace was and what 
trading conditions operated in 
times of peace. 

The public — and politicians 
did not realise the tremendous 
contribution advertising made 


In the new and stimulating period 
in front of us the task was to 
create new consumer demand 
and increased markets so that 
prices could be reduced. 

It was fortunate in this testing 
time that there should be the 
prospect of freedom, 

So far as paper was concerned it 
seemed that de-control was ap 
proaching. 

Ihen there was “an exciting new 
to the national economy and to medium” television, which 
the standard of living. offered tremendous opportuni- 

Without advertising Britain would ties and probably some 
cease to be a top ranking in- headaches for space salesmen 
dustrial power. “But,” said Mr. Robertson, 

“anything that adds to competi- 

British worker and, by securing tion is good in the long run.” 


TV ‘gift to advertisers’ 
Mary Adams, of the B.B.C ts 
television service, said TV was at Bishop and 
the cross-roads, but she did not 
fear the advent of sponsored pro- St Paul's 
grammes, There were two pieces ° 
of advice she would like to give Referring to allegations 
those who might use the new that there was not always 
medium: it was extremely young, truth in advertising F. P. 
and its progress depended on Bishop, M.P., recalled a cam- 
technical advances. paign for the restoration of 
Competitive TV would not St. Paul's for which he was 
provide any different kinds of asked to write the copy when 
programmes. It would merely he was with “The Times.” 
provide more programmes of a He wrote the headline “St. 
similar kind. And it would be’ Paul's In Danger” but a com- 
applied to the same audience as mittee thought this was not 
at present served by the B.B.C. strictly true and changed it to 
Mrs. Adams snoke of the diffi- “St. Paul's Needs Attention.” 
culties of providing programmes Mr. Bishop considered criti- 
for an audience ranging in age cisms by Bevan had not been 
from nine to 90. There were criticisms of advertising but 
three things audiences did not of the economic system he 
like: they did not like being lec- wanted to overthrow. 
tured at; they disliked too many Said Mr. Bishop “We be- 
politicians; and modern art lieve in the free system and 
Educational programmes had that’s the thing we are fight- 
ratings as high as many enter- ing for. That is the answer 
tainment programmes. What the to Mr. Bevan.” 
American called “un-off-switch Ni iit 
able” programmes were those 
which showed big events or 
featured good personalities 
Commercial TV would be a gift 
to advertisers. It was a fascinat 
ing medium 
NON SUITED 
Alan Whitworth, director of 
1.S.B.A., lost his suit-case, which 
included his evening clothes, on 
arrival at Fastbourne, and achieved 
prominence in press reports of the 
social functions as “The man in the 
brown suit.” 
The hunt was on all the week-end 


but the case was not discovered until Donald McCullough chatting 
with Elizabeth Allan 


after the Conference. 


—and later handing a cheque to 
NABS 


“A.W. poll prize 
presentations 


On behalf of N.A.B.S. Hugh 
T. Appleton, received the first 
prize, a cheque for £25, won by 
John Fergus of Edinburgh, for 
his winning idea on how confer- 
ences could be improved, in the 
competition organised by ADVER- 
TISER’S WEPKLY. 

The president, E. J. Robertson, 
congratulated ADVERTISER'S 
WEEKLY on its initiative in pro- 
moting this competition, and 
considered it had done good ser- 
vice to the industry. 

John Sime, joint managing 
director, Business Publications 
Ltd., thanked Mr. Robertson for 
presenting the awards, and ex- 
pressed appreciation of the work 
of the judges, the Conference 
chairman, A, Everett Jones, the 
director-general of the Advertis- 
ing Association, L. E. Room, 
and the Editor of ADVERTISER'S 
Week cy, C. D. Rant. 

“Research experts have assured 
us that we have had a pretty 
good sample,” said Mr. Sime. He 
hoped that some of the ideas ex- 
pressed would be found to have 
practical value. 

One other prize-winner, Tony 
Wilson, who was unable to be 
present, asked for his cheque to 
be given to N.A.B.S. This was 
also handed to Mr. Appleton. 


Fraternal greetings 


to America 


Signed by the president, E. J. 
Robertson, during the Conference, 
was a message of fraternal greetings 
to the Fifth International Conven- 
tion of Export Advertising Associa- 
tion, in New York. It will be con- 
veyed to delegates from all over the 
United States by F. R. Sainty, man- 
aging director, Saward Baker Ltd. 

Mr. Sainty, who left on Tuesday, 
is making a month's tour of America 
and Canada. He is keen to talk 
North American manufacturers into 
investing more capital and plant 
here and to impress on them the 
sales potential for American inspired 
products made in Britain and for 
which the world can pay in sterling. 

While in New York Mr. Sainty 
will also convey greetings of good- 
will from the Mayor of Brighton, 
Sussex, to the Mayor of Brighton, 
New York. Mr. Sainty has lived in 
Brighton for 30 years. 
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YOUR 
ADVERTISEMENT 
me WILL START 

“@ #HER THINKING 


§ 


She turns to 

WOMAN’S ILLUSTRATED 
every week for advice 

and is quick to respond to 
a good idea. 


Win her goodwill by advertising 
in WOMAN’S ILLUSTRATED. 


At £300 per page 

(11/1d. per thousand) it is 
the cheapest medium 

in its field. 


AN A.P. PUBLICATION 


—_— 


THE AMALGAMATED PRESS LTD., ¢ ek, 


A. W. BURNETT J 
ae THE FLEETWAY HOUSE, LONDON, E.C.4 - CENtral 8080 


Advertisement Director 
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Problems of producer outlook 


Ilow advertising can re-shape 
the economic set-up 


HE enormous task of re-directing producer outlook was cited 

as a challenge to advertising by Dr. C. H. Waddington, 
professor of animal genetics, University of Edinburgh, when he 
addressed the Advertising Association’s Conference at Eastbourne 
on “Advertising and the scientific problems facing Britain.” 


Professor Waddington said our 
comparatively high standard of 
life had been built up, in the 
main, on the export of large 
uantities of fairly simple manu- 
teotaned products and a corres- 
ponding import of food. We 
were finding now that most other 
parts of the world no longer had 
large surpluses of food to export 
to us, nor did they need so badly 
the cruder types of manufac- 
tured articles. Both trends seemed 
bound to go further, as back- 
ward countries raised their stan- 
dards of life and continued to 
industrialise themselves 

It was inevitable that we 
should be 
forced to 
concentrate 
on the more 
advanced 
types of ser 
vices and 
manufac- 
tured goods, 
whose value 
depended on 
a high pro- 
portion of 
craf tsman- 
ship and 
brains; and 

Professor we should 
Waddington also have to 
produce 

much more of our own food. 

These were the two main prob- 
lems facing British science—to 
lead the world in technological 
skill, and to increase enormously 
the productivity of our small 
country. 

“Such a change in the em- 
phases of our economic organi- 
sation cannot be simply brought 
about by orders from on high.” 
Professor Waddington continued 
“It demands a re-orientation of 
the seale of values of the ordin- 
ary person. Advertising has, in 
the past, been largely concerned 
with the direction of consumer 
outlook. There is now an enor- 
mous task, which someone will 
have to tackle, of re-directing 
producer outlook. This is not 
simply a matter for officially 
sponsored pep-campaigns. 

“A bigger part in influencing 
the springs of action is played by 


the kind of emotions which are 
appealed to, and the kind of 
ideal held up for praise, in the 
ordinary run of advertising which 
people come across everywhere, 
every day. 

“The first point is that we need 
a far greater emphasis of the 
importance of productive 
achievement, and a greater valua- 
tion of it. It is one of the most 
striking contrasts between this 
country and the United States, 
that in America the climate of 
opinion is such that people are 
much more ready to be im- 
pressed by concrete results and 
achievements.” 

Advertising could play a large 
part in stimulating an attitude to- 
wards actual achievement which 
it was essential for us to encour- 
age. 

“Why do we hear so little of 
large-scale enterprises such as 
those of the hydro-electric beard 
or of great new _ industrial 
plants?” he asked. 

“How often does our advertis- 
ing show people actually doing 
hard work or appeal to our latent 
respect for human efficiency? It 
much more commonly appeals to 
the snobbery of leisure. 

“I am not suggesting we want 
to copy the American attitude to- 
wards production. We want simi- 
lar valuation of positive achieve- 
ment but the kinds of achieve- 
ment which are necessary to us 
are rather special. They are de- 


termined by our pressing need to 
save raw materials and to use 
land to the maximum possible 
extent. This means concentrating 
on two things which at first sight 
seem somewhat opposed; extreme- 
ly highly developed industrial 
products and a greatly increased 
output of food. The latter means 
that we must persuade many 
more people to work in agricul- 
ture. But rural life does not offer 
the attractions of laid-on enter- 
tainment etc., which are the car- 
rot usually held out to the urban 
industrial donkey. Such attrac- 
tions as it is still considered to 
possess are primarily those of 
peace and quiet, and are thus to 
some extent the opposite of those 
on which — technological _ skill 
depends. 

“| dare say you advertising 
experts will tell me that people 
are so disorganised in their emo- 
tional life, that the fact that our 
problems require us to develop 
two opposing attitudes of mind 
at the same time docs not offer 
any special difficulty. 


Less snobbery please 

“It is to this world of emotion 

- that of the craftsman whose 
skill is founded on_ scientific 
knowledge and the man who 
likes to see something concrete 
and solid brought into being by 
his efforts that we shall have 
to appeal if we are going to solve 
the problems which face us in 
our material existence. It should 
be the general background out of 
which advertising works up its 
particular campaigns on behalf of 
this or that enterprise. At present 
that is far from being the case. 
We could do with a little less 
snobbery and security, and more 
of two of man’s older pre- 
occupations, quantity and 
quality.” 


Applauding one of the Conference sallies. Left to right: R. Levi, Mrs. 
Levi, W. G. D. Softly, Miss K. Perry, Norman Gardner. 


and lettering. 


May 7, 1953 


Squirts in 


the sky 


Details of “a new American 
invention called sky-typing” 
were given to the Conference 
by E. S. Turner, author of 
“The Shocking History of 
Advertising.” 


ordinary sky-writing, as you 
all know, is that the beginning 
of the word is beginning to 
blow away by the time the 
pilot has reached the other 
end of it. Now in sky-typing 
apparently, you get over that. 
You send up seven aircraft 
in line abreast. The one in 
the centre is the controlling 
aircraft. 


“At the appropriate moment 
it sends out radio impulses 
which cause the other aircraft 
to squirt out jets of smoke 
timed in such a way that they 
spell out letters. In this man- 
mer you can write a ten-mile 
message in two minutes. In 
fact, somebody connected with 
the development of this inven- 
tion was boasting he could 
have the whole eastern coast 
of America ‘scribbled up,’ as 
he called it, im a couple of 
hours.” 


‘Treat people as 
being more 
intelligent’ 


“If I were in advertising 1 
should begin, even now, to re- 
gard people as slightly more in- 
telligent than they appear, not 
only because this is good Chris- 
tianity and probably true, but 
because it would probably pay. 
The cynic could say that it also 
appeals to the basic vanity in 
most of us.” 

This was the declaration of 
J. H. Newsom, County education 
officer for Hertfordshire, who 
addressed the Conference on 
“Advertising and the younger 
generation.” 


Quality education 

Very slowly the education pro- 
cess was improving in quality. 
Children were being taught to 
think for themselves and not to 
collect masses of inert ideas called 
“facts.” The new schools were 
putting them in an environment 
which was beautiful and dignified, 
and they were responding to it. 
More and more ability was being 
given a chance. Oddly relevant 
was the tremendous growth of 
art teaching and its development 
of a knowledge of form, colour 


A.B.C. Figures 
July to Dec. 1952 


CAMBRIDGESHIRE TIMES GROUP. ‘** °F 
64,246 


Copies 
Weekly 


London Representative : W. H. WALMSLEY 


69 Fleet Street, E.C.4 


: TIMES BUILDINGS, MARCH 


Northern Representative : ARNOLD ELLIS 
64 Cromford House, Manchester4 Tel. Blackfriars 6987 


Tel. March 2368/9 


Tel. Central 9353 
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ADVERTISER'S WEEKLY 


Way back in 11999 < 


when this was appearing in ‘Good Housekeeping’ 


- 
...the obvious 


first choice 


in appealing 


Sometimes it is said that the housewife takes her worries with her 
when she goes ¢# familic to the seaude 1 summertime 
lk : If she is wise she takes steps to avoid worry by saf warding the 


> - 
sit i, acta nd te and discrimination 


ENO" s SALT 


...and still is 


seve — 


| 000 HOUSEKEEPING 


where EVERY ADVERTISEMENT IS GUARANTEED and 
where that obvious first choice is more obvious still since 
feminine confidence in Good Housekeeping is greater than ever 


THE NATIONAL MAGAZINE CO. LTD., 28-30 GROSVENOR GARDENS, LONDON, S.W.I 
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LOOKING BACK 


May 7, 1953 


Four eras surveyed 


From the ‘top hat days to the age of 
the planners 


) KR advertising personalities intrigued the Conference with 
their stories of four eras in the industry’s history since before 


the first world war. 
and techniques perfected. 


PRE-1914 


Fred Slaughter recalled: 

“Salaries of representatives, 
even for the star ones, rarely 
reached a figure of more than 
£350 to £450 per annum, some 
very much less, generally made 
up of salary and commission 
most representatives were com 
mission men. As a body they were 
well-dressed and alert on thei 
toes. Top hats and bowlers were 
generally the head-gear worn 

“Their method of getting busi 
ness varied, but, | am sorry to 
relate, it was frequently trans 
acted in some famous hostelry 
in’ Fleet) Street! I remember 
clearly that in) connection with 
financial advertising such as com 
pany meeting reports, the repre 
sentatives turned up in force 
early in the morning in the said 
hostelry and, awaiting the arrival 
of a colleague who had been 
detailed to act as messenger, col 
lected the orders from the agents 
and brought the good or bad 
news to the waiting assembly 
The disappointed ones were duly 
commiserated with, the com 
miseration taking the form of 
free drinks from the happy order 
holders. Oh, yes, we have im 
proved our methods since those 
bygone days! 


Cure claims 

“What type of advertising was 
appearing in the press?) In many 
not very different from to 
day, though presented in a dif 
ferent way, with one dreadful and 
glaring exception, that of the 
claims made by certain advertisers 
to cure consumption, Brights 
disease, and even cancer! 

“Sensible recemmendations 
were made by a Parliamentary 
Committee set up for the purpose 
of cleaning up such claims, but 
it was many years before effect 
was given to the recommenda 
trons 

“Agents, as we know them to 
day, did not exist They were 
nothing more than ‘space-brokers’ 
It Was a common practise of the 
smaller agents -indeed it was 
generally the rule for the prin 


cases 


They traced a picture of mistakes righted 


cipal to call at the newspaper 
office and hand over the counter 
his order and copy-—-frequently 
the order only, copy having been 
procured by the representative 
from, or sent in direct by, the 
advertiser, 

“Poster advertising was done 
on a large scale Pictorially it 
was good ‘copy’—indeed, high 
class selling copy. As there was 
no Town and Country Planning 
Act to worry about hoardings ap 
peared in all sorts of places, and 
gable ends of houses were univers- 
ally used, especially in provincial 
towns. ‘These were effective but 
certainly not pretty. 

‘Sandwich Men’ and throw 
away leaflets were popular and 
fly-posting was rife. Posters ap- 
peared on road transport vans 
about 1912.” 


1920's 


Hubert A. Oughton said 

“Factors which contributed to 
the progress of advertising be- 
tween 1920 and 1930 seem to 
divide themselves into three cate- 
gories: The leadership and vision 
of the men and women then in 
the business of advertising; the 
rapid organisation of the business 
itself; the growth of specialisa- 
tion, which added a professional 
status to the advertising service 
agency, and brought about a 
great advance in the creative ser- 
vice to advertising. There were 
outside influences as well It 
was a period of prosperity —it was 
the beginning of the democratis- 
ing of the nation; a period recep- 
live tO a progressive expansion of 
our ways and means of living. 

“From what was little more 
than an ill-organised trade, the 
great industry and profession of 
modern advertising was estab- 
lished 

“One of the most striking 
aspects which led to the progress 
of advertising was the way in 
which advertising set out to 
deserve its progress. | can think 
of no comparable business or 
profession which has been so 
intent on putting and keeping its 
own house in order 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


“Improved taste was coming 
about—in 1922 the Manchester 
Guardian published its wonderful 
supplement on typography.  Per- 
sonalities like Stanley Morison, 
Eric Gill and many others were 
arising 

“Writers like Haslam 
were entering the field. The work 
of new and brilliant artists was 
beginning to enliven the advertis- 
ing in the papers, and on the 
hoardings Purvis, Scott, Ashley 
were challenging the age of 
Hassall and others. 

“The technical advance was ter- 
rific 

“It was the period of personali- 
ties, the organisation and develop- 
ment of the specialist—the begin- 
ning of the acquisition of a pro- 
fessional status—the commence- 
ment of a higher standard of 


Mills 


Those 
F. 


took 
M.P. 


George 


who 
Bishop 
Stinton 


chairman; 


Warden 


and 


creative presentation and persua- 
sion, It was the period which 
decided the code and ethics under 
which we were to work—for the 
betterment of advertising and ad- 
vantage to the public.” 


1930-40 


George Warden recalled: 

“These were live and virile 
years; they were, in fact, ‘years of 
fulfilment’. The crippling effects 
of the 1914/18 war were passing 
away. The historic slump based 
mainly upon a wrong philosophy 
that ‘people had no money’ and 
‘buying was bad’ was giving place 
to a new conception that you 
could actually buy back pros- 
perity, Trade began to move 
with vigour, and the Advertising 
Association, under its general 
secretary the late G. Russell 
Chapman, was bringing its 
weighty influence into effect in 
many directions, Many of the 
seeds planted in advertising in the 
20's were beginning to sprout and 
even to bear fruit. 


Walkers 


(Showcards) 


part in the session “We saw it grow.” 
Fred Slaughter, 
4. Bruce 


“At the same time, the oppon- 
ents of advertising were busy 
with their restrictive legislation 
operating through the Town & 
Country Planning and other Acts, 
but the pioneers of those early 
years were equal to the occasion. 
The Advertising Association was 
able to obtain amendments, and 
at a time when state control of 
sky writing—now almost for- 
gotten was ‘in the air’, a volun- 
tary control committee was able 
to achieve what legislative action 
could never have done. Radio 
advertising too, at this time, came 
under critical review, but the 
efforts of organised advertising 
succeeded in modifying policy. 

“In this decade we met the 
various phases of the greatest 
newspaper war in our history. 
Competitions and free gift or in- 


Left to right 
Oughton, L. F. 
convenor. 


Hubert 
Muc € oll, 


schemes were called in 
to aid the fight for larger circula- 
tions, Larger and larger spaces 
were made available to advertisers 
and sometimes sold on bargain 
bases or secret rebates. And, in 
turn, advertisers offered gift in- 
ducements to readers. 

“Luckily, or inevitably, wiser 
counsels prevailed and by the 
middle of the 30's most of these 
‘abnormalities’ were abrogated, 
not by Governmental or other 
pressure from without, but by the 
clear thinking of the industry 
itself and the commonsense of 
those concerned in shaping its 
future. 


surance 


“As circulations grew, and the 
power of advertising as a selling 
force became more recognised, 
advertisers became more critical. 
The ‘net sales’ idea had more or 
less been the plaything of pub- 
lishers One against the other 
Lord Northeliffe started away 
back in 1920 to prod advertisers 
into demanding net sales figures. 
®@ Continued on page 246 
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LOOKING AHEAD — £30,000 scheme considered 


ADVERTISER'S WEEKLY 


“MORE ACTIVITY 


—Executive chairman’s promise 


 Sprtate reactions to the Miles Thomas Development Committee's 
plan for the Advertising Association were expressed during an 
open discussion on Sunday morning. They were coupled with some 
criticism of the Conference arrangements, and in the course of 
lively exchanges the need for improved public relations for 
advertising was stressed repeatedly. 


Norman Moore, who presided, 
said that advertising was some- 
thing like painting or architecture 
When it was misused the people 
who misused it should be blamed. 
not advertising itself. Critics at 
the Conference had made the 
mistake of levelling their criticism 
against advertising itself. It had 


been called an evil machine 
Machines were not necessarily 
evil, of themselves —though, of 


course, they might be put to evil 
use. 

The Development Committee's 
report emphasised the main func 
tion of the Advertising Associa- 
tion was the promotion of public 
confidence in advertising. A 
second important job was to teach 
appreciation of advertising, be- 


cause, well used, it could be a 
mighty power 
‘Some of our political critics 


are afraid of its power and take 
every opportunity to denigrate it,” 
he continued. “/ hope we shall 
not develop any inferiority com 
plex. Advertising has been criti 
cised for 20, 30, or more vears, 
and that criticism, early abuses, 
and the need for rectification, 
hrought this very Association into 
being. We have been workine for 
vears to bring about better stan 
dards of advertising.’ 


. 
Broad picture 

The Development Committee's 
report had been produced, in 
splendid manner, through the co 
operation of The Times. Extra 
ordinarily space had 
been given to it in the trade press 

and in consequence delegates 
would now be familiar with its 
recommendations before the 
Counci} had had an opportunity 
of considering how much—or 
how little—of it should pve 
adopted 

G. R. Pope said it had been 
felt for a long time that the Ad 
vertising Association must ex- 
press itself more strongly and 
establish its proper place in the 
national picture. Advertising was 
a force to be recognised and it 
was essential that it should have a 
strong central body. 

“The Miles Thomas report.” 
said Mr. Pope, “gave a broad pic- 
ture of the Association and ran 
through the work of the commit- 
tees. At the end Sir Miles ex- 
plained that he had not followed 
the brief and prepared a three- 


generous 


year plan. This was a compliment 


to the Association whose work 
must have impressed the com- 
mittee.” 


Ivan Luckin, chairman of the 
Publicity Club of London, wel- 
comed the clear statement that 
the over-riding object of the 
Association was to promote pub- 
he confidence in advertising 

The Association was rightly 
named as the proper agency for 
the job. But how best could 
appreciation of advertising be 
taught? A special committee 
should be set up to formulate 
campaign policy. He suggested a 
three-prong drive directed (1) to 
the genera! public (2) to industry 
and commerce, and (3) to secur- 
ing good public relations for the 
business 

Mr. Luckin proposed an ap- 
proach to media owners, sug- 
gesting a new space dimension. 


Promotion space 
It was popularly accepted that 
journals should consist of edi 
torial and advertising. He wanted 


to create a new content Promo 
tion Space 
“We should) approach  pub- 


lishers and ask how much space 
they would devote to our cause 
throughout a year.” He explained 
“We can then follow the example 
of our clients and publicise 
ourselves. If publishers say it will 
cost them money we will agree 
So it will but they will reap 
the benefit as more people adver- 
tise. In this way advertising can 
be brought into the national con 
sciousness, in this way we can 
promote public confidence in it. 
and, by promoting its increased 
use can help increase national 
prosperity.” 

Mr. Luckin hoped the pro- 
posals of the Development Com 
mittee would be implemented 
quickly. 

M. T. Friend, a member of the 
Berks & Bucks Publicity Club. 
said: “I think the proposal to 
regionalise the Club Development 
Committee would be a very good 
thing. I would like the Council 
to know that there is at least one 
club in support of the regionalisa- 
tion plan.” 

The Miles Thomas report re 
ferred to “the new type of Con- 
ference” offering a magnificent 
occasion for publie relations for 
advertising. But was it good pub- 
lic relations when a newspaper 


MILES THOMAS REPORT WILL MEAN 


headline announced that advertis 
ing was evil but necessary’? He 
thought it was very bad for adver 
tising to allow such a thing to 
happen. Mr. Bevan had been 
allowed to tell them where to get 
off but then he was allowed to 
get off himself. 

It has been said that we were 
waging a battle. Could we not try 
and find one small section on the 
front and direct all our forces 
from this point? asked Mr 
Friend. The point at which our 
forces should be directed was the 
point-of-sale There was much 
still to be done to convince 
salesmen and saleswomen behind 
the counters that advertising was 
a useful function. 

F. B. Bishop, M.P., said that 
on the broad field of public 
relations he was delighted to 
know that there was going to be 
a public affairs committee. He 
hoped it would be a small com- 
mittee of like-minded men. 

There were continuous criti 
cisms of advertising and as long 
as these were made they would 
have to go on answering them 
This public affairs committee 
could watch all the time for Bills 
and other matters of importance 
to advertising which came up in 
the Houses of Parliament. There 
were two Bills in the House at 
the moment. The Manchester 
Corporation Bill presented by 


the outdoor advertising people 
and the Merchandise Marks 
Bill dealing with false trade 
descriptions. There would be 


dangers to advertising if the 
Merchandise Marks Bill went 
through in its present form. Here 
was a case where a public rela 
tions committee could he useful 
It must be a committee of the 
Advertising Association, W'ile 
there were various organisitions 
doing splendid work in their own 
particular spheres there must be 
one joint body to act fer the 
advertising industry as 4 whole 
It was not right that the Man 
chester Bill should have to be 
fought for by outdoor advertis 
ing people alone. They should 
have help in their battle 


Why Nye? 

Why was Bevan invited? 

“We wanted,” said A, Everett 
Jones, “to be sure in our minds 
what the Labour Party, in re 
thinking its policy, might have in 
store for advertising. The time 
to find out is when they are in 
Opposition, not when they are in 
power 

He recalled that the Dalton 
plan for a tax on advertising had 
been sprung on them overnight 
It was prudent to find out what 
ideas were now being entertained 
Bevan did not face up to his sub 
ject. He gave no clear answer 

Other speakers had been chosen 
because industry, by and ‘large, 
considered advertising 4 necessary 
evil 


“This Conference was designed 
to find out what was the nature 
of the criticism which has been 
dogging us for so long,’ Mr 
Everet! Jones continued 

“What it proved was that most 
of the criticism is 20 years out of 
date. We have secured assurance 
in our own mind that we have 
little to fear except fear itself 
Next year we can move away 
from examining the skeletons in 
our cupboard and get on to con- 
structive business.” 

R. D. L. Dutton considered 
that to use the Conference as a 
public relations effort was a com 
plete misuse of delegates’ time 
and money. Did advertising ever 
seck to promote a chent’s interests 
by just one shot per year? The 
experiment had not worked 
Advertising's answer had not ap 
peared in the national press—only 
the criticisms 

The whole field of advertising 
Was represented—and yet there 
was no place for the discussion of 
commercial television, which 
might soon be upon us and be a 
great influence on our lives for 
the neat decade 

R. A. F, Williams thought that 
speakers, eminent in their own 
fields, were asked to perform a 
task beyond them in linking their 
special subjects to advertising, 
about which many of them knew 
little, and some had talked 
nonsense, 


Broader approach 

“We are here to confer among 
ourselves and discuss problems in 
our own field and hear experts on 
subjects which can give us a 
broader approach to our own 
problems.” 

Too much time had been taken 
up looking over our shoulders at 
the past. The British Medical 
Association, for example, dis 
cussed new techniques and future 
developments. A conference, he 
thought, should review what was 
current, and look ahead. It should 
stimulate delegates and lift their 
owrt self-esteem 

W. W. J. Studd said that in the 
last 30 years the advertising in 
dustry had pulled itself up by its 
shoestrings like no other industry 
The scheme proposed by Mr 
Luckin for advertising propa 
ganda was not out of mind. There 
had been campaigns of this kind 
before 

There were some things in the 
Miles Thomas report which might 
need changes but it all boiled 
down to one thing—there would 
he more activity 

W. R. Leathes said that if the 
Advertising Association could 
develop the AID and expand 
that job right through the field 
of advertising they would be 
doing a wonderful thing. It would 
extend confidence in 
and put the advertising profes 
sion—-one of the greatest in the 
country—in its proper place 


idvertising 
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2.910.865 


BARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODMUAMS PRESS LTD.,, 


A new world record for any weekly magazine for 
women ...and as the current advertisement rates are 


based on a sale of 2,000,000, advertisers are receiving 
a generous circulation bonus. It is more than probable 
that for the six months January-June, 1953, even this 
huge world record sale will be exceeded. — ‘ 
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Harris Kamlish, Esq., 

Odhams Press Ltd., 18th 
96, Long Acre, April, 
London, W.C.2. 1953. 


Dear Mr. Kamlish, 


In view of the very helpful advice of your Sales Promotion 
and Research Department given to our Advertising Agents, Messrs. 
S. H. Benson Ltd., which resulted in our recent "Proper Pride" 
Trousseau Slip advertising scheme being exclusively carried to 
the public by WOMAN, I feel sure you will be interested to hear 
of the outstanding success of this venture. 


Although several thousand dogen garments were ready in 
stock a few weeks prior to the initial advertisement, we have, 
since its appearance, found it impossible to cope with the 
demand created. 


From the first day of our advertising, we were inundated 
with telephone calls and letters from the public, and since then 
we have been unable fully to satisfy our customers' requirements 
notwithstanding that one of our factories is engaged solely on 
the production of this specific number. 

As you are aware, it is only 2 years since we commenced 
advertising to the public. From the start we used WOMAN 
because we were of the opinion that this journal was undoubtedly 
the finest and, measured by results, the cheapest medium for 
reaching the largest possible proportion of our public. We 
are delighted that our original opinion remains so completely 
justified. Not only do we receive enquiries from all over 
the British Isles, but very often from Continental Countries 
and even from Canada. 


Needless to say, a8 soon as we are ready for our next 
promotion, WOMAN will again be our first choice. 


Yours sincerely, 


Ans (my 


uw 
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URVEYS show consistently that WOMAN readers take a greater interest in 
their personal appearance and are generally more progressive minded than 
the average woman. They spend more on clothes, on footwear and on beauty 
aids; they are above-average owners of domestic equipment; they are Setter 
informed on women’s questions generally. WOMAN readers are drawn from 
the younger and more enlightened seetion of the community. 


For any campaign directed exclusively to women, WOMAN 
is the first and most powerfuladvertising medium in Britain. 


He 
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@ A.A. CONFERENCE: That ‘strange oddity’ the housewife is examined 


What women 
wanl 


A motion “That advertising 
generally tends to under-estimate 
the intelligence of the housewife” 
was discussed tn lighter mood. 

IN FAVOUR Miss Mary Grieve, 
editor, Woman, said the real 
housewife bore little resemblance 
to “the strange oddity” created by 
men in advertising, The woman 
in the advertisement was young, 
naive and physically well devel 
oped. Although only 23 or 24 
she had a sturdy son of 10. a 
little girl, and a generous husband 
prepared to heap on her fridges 
vacuum cleaners and washing 
machines. The only women over 
1) in advertisements were either 
opening bank accounts or being 
sold insurance policies. Yet more 
than 55 per cent of women in this 
country were over 40. By 1971 
the figure would be 60 per cent 

Mrs. Alison Settle, of Jhic 
Observer, also addressed herselt 
to the men: “You make the mis 
take of dividing the world into 
glamorous girls and housewives 
But they are illusory beings. Tell 
women the facts, then you will 
sell more, And please find 
another name for ‘housewife.!” 

AGAINST the motion and in 
sparkling, humorous form—was 
F, C, Hooper, managing director, 
Schweppes Ltd. Wives, he said, 
were thank heavens! not intel- 
lectual and the advertisements 
directed at them to-day were 
entirely satisfactory and effective 
Intellectual women were not 
worth advertising to, anyway 

Howard Wadman  (CGireenlys 
Ltd.) said: “What are women's 
interests? What do they want’? 
When you have said they want to 
be admired and loved you have 
enclosed almost the entire field of 
their interests, They want a lover, 
a husband (sometimes both!) and 
a washing machine 


That man again! 


Nve Bevan 
mask in cabaret. 


hut this time just-a 


STANDS FIRST 


AND FOREMOST IN TOWN 


AND COUNTRY 


There was standing room only for the “Brains Trust 


mood 


though their replies were well seasoned with sagacity 
questions. Pictured above, left to right 
(Alfred Pemberton Ltd), Elizabeth Allan 


session “Any 


Advertising Questions?” In merry 
a distinguished panel faced a barrage of 
George Plante (director, Young & Rubicam Ltd.), Alfred Pemberton 


auestion master Donald McCullough, Edna Shrives (director, 


Berlei (U.K.) Ltd.), G. 8. Campbell (Franco Siens Ltd), C. W. Crouch (director, T. J. Smith & Nephew 
and S. 8S. Wheeler (Theatre Publicity) 


Lid.) 


@ LOOKING BACK 


Some publishers followed his lead, 
but many stubbornly — resisted 
The effort, whilst commendable. 
never really gripped the advertis- 
ing business as a serious propos) 
tion until the setting up of the 
British Audit Bureau of Circula 
tions, which was incorporated in 
1931.” 


POST-WAR 


L. F. Stinton said: 

“The worst aspect of the post 
war picture was the very serious 
question mark which hung like 
an ominous black cloud over the 
whole of advertising as it 
emerged, shrunken and emaciated, 
from the wartime scene. Had it 
a place, in fact, in the new social 
life of this country? There were, 
as always, the critics of adver 
lising, ready to prove it unecon 
omic, unnecessary, unwanted 

“Very slowly, imperceptibly at 
first, the physical conditions 
Within advertising began to im 
prove. We really began to ‘See .t 
Grow. The new pattern of ad 
vertising began to take shape 
Newspapers were occasionally 
swollen to six pages. 

“Probably the two greatest 
single problems which con 
fronted advertisers were, firstly, 
how to re-establish brand con 
sciousness, and secondly, how to 
educate the completely new gen- 
eration of buyers which had 
grown up and become a vitally 
important buying potential. 

“Intensive market 
with considerable attention to 
packaging and merchandising 
were the order of the day, and 
the emergence, or rather growth 
of press relations as an adjunct 


research, 


Continued from page 242 


‘THE DAY OF THE 


to the advertising campaign, be- 
came an interesting development. 

‘Due to the smallness of news- 
paper spaces, the technique of 
advertising had, of necessity, be 
come more and more incisive, 
and the ingenuity of British 
visualisers and copywriters was 
genuinely admired abroad by 
those more blessed with news- 
print than we. As space grew and 
imagination could wander a little 
more freely, it was encouraging 
to see that, in the main, the adver- 
tser used these growing spaces 
more wisely and tastefully, and 
there 1s no doubt, in my mind, 
that the spartan limitations im- 
posed on the creative man during 
the small space era made him, 
nevertheless, a sounder and more 
specific advertising man 

“One of the interesting mayor 
factors of post-war advertising 
has been the overall increase in 
ind maintenance of these large 
circulations, which many prople 


DICTATORS IS OVER 


prophesied would undergo a 
serious decline when papers be- 
came larger again. So much for 
the prophets! The courageous 
publication of the Hulton Survey 
was, I think, certainly one of the 
most forward-thinking and prac 
tical contributions of the post 
war era. 

“And what of the personnel of 
advertising? Possibly the greatest 
change is the disappearance of the 
‘personalities’ in advertising 
(‘dictators’ if you like), whom we 
all knew and admired in earlier 
davs, and who figured so much in 
developing the character of ad 
vertising, and the emergence in 
their place, of the ‘groups’. It is 
the natura] pattern and develop- 
ment of post-war industry gener 
ally. It is a progressive and 
inevitably trend and has, un 
doubtedly, been largely influenced 
by the need for the provision or 
extension of so many types of 
real and specialised service.” 


CONFERENCE QUOTES 


This may go down in the 
history of advertising conferences 
as the conference of purification 

W. Ewart Rumble. 

¥ * . 

Women are tough little crea- 
tures with immense powers of 
concentration upon their own 
purposes. Howard Wadman. 

* » * 


|} have not cashed my deter- 
gents coupons yet. | have put 


them away with my _ post-war 
credits Reginald Maudling. 
M.P. 

% ¥ * 


Unlike Mr. Bevan, I believe 
edvertising men should have the 
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chance to eat.—-F. P. Bishop, 
MP. 
* * , 

Ihe young people coming into 
advertising to-day are equal to 
any going into any profession 
or industry. Douglas M. 
Saunders. 

* * * 

More and more advertising is 
going to come under the search- 
light of political and public gaze 

W. W. J. Studd. 

* * « 

Is the opinion of a Marchioness 
ahout sardines of any more value 
than that of a_ bricklaver? 
Dr. W. E. Sangster. 


FOR ENTERPRISE 


ORIGINALITY & EFFICIENT 


SERVICE 


General Manager: G. L. McLELLAN 
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Accurist Watches +« Bob Martin Products + Boots the Chemists (National) « Browns of Chester 


Chubb Safes & Locks + Daily Sketch + Civil Defence (€.0.1.) « Dorville Clothes » The Economist 


Ferranti Radio & Television + General Services (London) Ltd. + John G. Hardy (Tweeds and 
Worsteds) + Ilford Films + Imperial Chemical Industries (Metals & Fertilisers) + Kardomah Teas 


_ 


Lilley & Skinner Shoes + Lilo Products +» Maldano Cocktails +» Martins Cigarettes - Mann's Beers 
The Sunday Times + National Institute for the Blind « Newmark Watches + Robinson's Infant Foods 


} 
\ 
i 


i wit! iH 


Revelation Suitcases + Rothman Cigarettes « Rowney Artists’ Materials » Sundour Fabrics + British 


Drug Houses + Vono Beds & Furniture + Youthlines (W.B. Corsets) - Zinc Development Association 


EVERETTS ADVERTISING LTD - 10 HERTFORD ST - LONDON W.1 
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How to get the product to the consumer 
through ‘profitable outlets’ 


LARGE American manu 

facturer of cOnsumer 
goods in the drug field told me 
several years ago that securing 
rapid, efficient and economical 
distribution of his products 
was the biggest problem he 
faced. He believed that his 
company’s new product deve- 
lopment, from a_ laboratory 
research and manufacturing 
“know-how” standpoint, was 


far more highly developed 
than their distributive 
methods; in the future they 


were going to concentrate on 
improving their distributive 
organisation as they felt that 
only in this field could they 
look for substantial econo- 
mies. 

The problem of how to get the 
new product to the consumer is, 
therefore, one that will warrant 
early consideration by the Pro- 
duct Development Committee. 

They may be fortunate in 
having an existing sales organi- 
sation which can readily handle 
the new product; on the other 
hand, they may have no sales 
force and have to develop their 
own channels of distribution 


Study of product 

and its market 

From their study of the market 
and the potential consumers, 
they will probably know how 
many people they aim to reach 
and in what areas of the coun- 
try: they may also have found 
out where those people expect 
to buy the type of product in 
question. Their knowledge of 
the product and its uses, and the 
results and placement tests, may 
have given them some idea of 
the possible frequency of pur- 
chase and the possibility of 
seasonal variations in demand. 
Studies of competitive products 
and competitive marketing 
methods will also help in the 
assessment of how to distribute 
this new product 

However, if it is a completely 
revolutionary product with 
nothing comparable to it on the 
market, then their task will be 
much more difficult and they will 
have to proceed cautiously on 
their own reasoning 

It is in a case like this that 
trade surveys and trade selling 
tests can he very useful in estah- 


By W. A. C. COOPER, 


director, Foote, Cone & Belding Ltd. 


The problem of getting the new product to the consumer 
must be considered at an early stage by the Product 


Development Committee. 


It is desirable to work on the basis of a limited number 
of good outlets to which service can be given and from 
which a reasonable turnover can be expected. 

Mail order and door-to-door selling must be borne in 
mind, but in most instances they are not the easiest ways 


of securing wide coverage. 


Unless there are special reasons for a different course, 
it is wisest to launch a product through retailers with the 


aid of the wholesalers. 


lishing which will be the most 
valuable types of retail outlets. 

Having decided on the broad 
type of shop -whether grocers, 
chemists, hairdressers, iron- 
mongers, drapers, department 
stores, appliance dealers, oF 
some combination of types of 
outlet--it is then necessary to 
decide how many of each type 
or of one type can feasibly be 
covered at each successive stage 
of development, assuming that 
there is not a ready-made sales 
force which can cover all the 
profitable outlets. 

“Profitable outlets” is an im- 
portant concept to bear in mind 
in any distribution plan, whether 
one has a large sales force or 
whether one is starting to build 
from scratch. This is particularly 
true when dealing with grocery, 
chemistry, ironmongery, appliance 
and drapery lines. 

In nearly every trade one will 
find scattered throughout the 
country small shops that are not 
worth the time and cost involved 
in personal visits, cither by a 
manufacturer's salesman or a 
wholesaler’s salesman. 

At this stage, then, it is impor- 
tant that the Product Develop- 
ment Committee work on the 
basis of a smaller number of 
good outlets, to which service 
can be given and from which a 
reasonable turnover can be ex- 
pected, rather than endeavour to 
secure a wide coverage of every 
shop of every type. 


Mail order and 

door-to-door selling 

Up to this point we have 
assumed that the product will he 
sold through some form of retail 
shop as the best means of reach- 
ine the consumer. There are. 
however, two other main methods 


have been 
Ivpes of 
which several 
businesses have been 
order and door-to- 


of marketing which 
successful for certain 
products and on 
very larg 
built’ mail 
door selling 

Possibly the most outstanding 
success in the mail order field is 
to be found in the Sears Roe 
buck organisation in the United 
States where practically anything 
from simple home needs to large 
appliances and motor cars can 
be ordered from a magnificently 
printed catalogue. The two main 
essentials in this form of busi- 
ness are that the distributor must 
have sound mailing lists of 
people who would prefer to buy 
his type of product by mail, and 
that these people must have con- 
fidence in him. 

Mai. order is not a method 
generally recommended for a 
manufacturer launching a new 
product in this country, where 
the bulk of the population are 
within easy reach of all kinds of 
retail outlets and are more 
accustomed to going to them 
than to buying from catalogues. 

Door-to-door selling has been 
widely used by appliance manu- 
facturers where personal demon- 
stration of the equipment is im- 
portant. In most cases it is 
supplemented by — distribution 
through norma! retail outlets. A 
notable exception is, I believe, 
the Kleen-e-zee organisation 
which relies entirely on its well- 
equipped and highly - trained 
door-to-door salesmen. While 
this method has much to recom- 
mend it, it is not one of the 
easiest ways of securing wide 
coverage, it requires a very 
highly trained and organised 
sales force, and that is something 
which cannot be built rapidly. 

Let us look at the methods the 


Product Development Committee 
might use if they decide to 
eschew mail-order and door-to- 
door selling. 

(a) Direct selling to 

without wholesaler. 

(b) Selling only through 

wholesalers to retailers. 

(c) Some combination of (a) 

and (b). 

Course (a) involves setting up 
«a large sales force, if the manu- 
facturer jis to cover the country 
witb a line selling through, say, 
grocers or chemists or a com- 


retailer 


bination of both. It is not a 
course on which one would 
lightly embark with a new pro- 


duct and a completely new sales 
force to build. 

The wholesaler in many trades 
provides a very valuable service 
and unless there are special 
reasons relating to the number or 
tvpe of outlets to be contacted, 
it would be unwise to try and 
start a product launching without 
the aid of the wholesaler. 


Through wholesalers 

to retailers 

Course (b) therefore appeals to 
the manufacturer who has no 
sales force and either does not 
want to build one or feels him- 
self unable to do so in the early 
stages. Many products have 
been successfully sold on a 
“wholesaler only” basis: never- 
theless, when dealing with 
chemists, grocers, ironmongers, 
tobacconists and confectioners, 
there is a great deal to be said 
for the manufacturer having his 
own men on the road as well. 

First, it gives him that vital 
and direct contact with the retail 
trade from which he can secure 
a more clear idea of the sales 
development of his product than 
he can from wholesalers 

Second, many wholesalers’ 
salesmen carry too many lines 
and often carry competing lines: 
so they cannot give to any one 
of them that detailed selling and 


merchandising attention which 
may be needed at a particular 
time. 


Third, it is important to keep 
some control over the product 
as it passes from manufacturer 
to consumer 

In most cases, one can say that 
a combination of manufacturer's 
sales force and wholesalers is the 
best method of securing wide 


“ - 
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Up-to-date poster designs 


deserve up-to-date hoardings. 
David Allens hoardings are designed 
and maintained to give the maximum 
presentation value on the right sites. 
Such sites are available throughout 
the prosperous areas of North West 

and North East — England, 

Scotland, Northern Ireland 


and Eire. 


oe me DAVID ALLENS 
DAVID ALLEN AND. SONSICTER BBUCKINGHAM PALACE GARDENS, LONDON mF A ; ‘i 


TELEPHONE : SLOANE OT, TELEGRAMS§ VANCEMENT SOWEST LONDON, 
AREA ORR iN LIVERPOOL) eo» pelea it  clascow, EDINBURGH, PELFAST. 
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typographer 


wih BOLD FACE 


.. . bold and stern for world-in-face-looking . . . like any 
forward-thinking man who realises that a small regular 
saving — perhaps 10/- a week — can make all the difference 
between a life story set in Lc. Pearl and one in 48 pt. Fanfare 
caps set solid. — For instance, The Canada Life Savings Plan 
will 


% Guarantee a Life Pension ora 
Lump Sum (or both) at age 
55, 60, or 68. 


*%& Guarantee an income for your 
family if you do not live to retire- 
ment age. 


* Provide funds to clear a mortgage 
in the event of your untimely death. 


There are many other ways, 
too, in which a. security plan 
can be fitted to your own 
especial needs and so, for a change, YOU are invited 
to fill up a coupon and if your name is a long one, 
please use rubber type — bold caps please. 


“Security fitted to your own especial needs 


Mr 


tidiress 


eee 


ASSURANCE COMPANY Awé4 
{ sc. 1847. Incorporated in Canada 
as a Limiced Liability Company 


TO HELP YOU OVER THE ROUGH ROAD OF LIFE 
2 ST. JAMES'S SQ., LONDON, S.W.! 
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Launching a new product—continued 


and adequate distribution, pro- 
viding a sound service to the 
retail trade and enabling the 
manufacturer to keep some con- 
trol over his product after it 
leaves the factory. 

Having decided the method 
and channels of distribution, the 
Product Development Committee 
have to assess the rate at which 
they anticipate they can secure 
full distribution to ail their 
potential outlets by whatever 
means they have chosen. This in- 
volves three calculations 

the time required to contact 
the retailers, 

the time taken to overcome 
the resistance on the part of the 
retailers to stock the product, and 

the time taken to ship the 
goods on receipt of orders. 

At an early stage in the plan- 
ning, the committee will have to 
have some answer to these ques- 
tions, If a test market operation 
is conducted, a much clearer 
assessment of these problems can 
be obtained. Or, if the product 
sales are to be developed on an 
area basis, the problem is made 
easier than if it is hoped to 
launch it nationally at one fell 
swoop: because as they progress 
from area to area they can 
adjust their estimates in the light 
of experience. However, the 
problem is approached, the com- 
mittee will have to consider these 
points carefully in making their 
production and stock-piling esti- 
mates, and in planning — their 
advertising and promotion efforts. 

Factory managers will want to 
have a schedule of possible pro 
duction requirements so that they 
can produce in the most econ- 
omical runs and provide the 
necessary packing and storage 
facilities. If the product is one 
that is in any ‘way perishable 
and must be used quickly by the 
ultimate consumer, then stocks 
must be carefully controlled to 
ensure that the retailer always 
has fresh goods and is not being 
stocked with material that has 
been so long in the distribution 
chain that it has deteriorated. 


While to a degree this type of 
problem may be overcome by 
special packing, there are some 
products which, no matter how 
they are packed, lose their 
appeal after a number of weeks, 
and distribution plans must be 
developed to secure as rapid a 
turnover as possible with a 
minimum stock-holding. 

Advertising planning must be 
closely related to the spread of 
distribution if advertising and 
promotion effort is not to be 
wasted. Thus, the Committee 
will have to consider the timing 
plan for commencement of ad- 
vertising at the time they are 
planning their distribution. (The 
question of timing of advertising 
plans will be dealt with more 
fully in a later article.) 

We are left with one big prob- 
lem: Just what resistance there 
will be from retailers, and how 
long it will take to overcome this 
to the point of securing trial 
distribution and display, is incal- 
culable. 

Possibly the committee will 
wish to consider special incen- 
tives to the wholesaler or retailer, 
or some form of merchandising 
operation, which will ensure a 
rapid and widespread stocking of 
the new product. 

It is not possible to deal here 
with al] the methods which 
might be used to increase the 
speed of distribution but there is 
one which does deserve special 
mention and consideration by 
the manufacturer who is building 
a new sales force or has a 
limited number of  representa- 
tives, and that is the employment 
for a period of selling teams to 
intensify the selling effort in 
certain areas of the country or 
to supplement the work of the 
manufacturer's own sales force. 
These teams, such as provided 
by Counter Products Ltd., have 
been particularly effective in 
getting distribution for new pro- 
ducts in the launching period 
and have been used by a wide 
range of manufacturers, both 
large and small. 


Aim of local authority P.R.O. 


THe AM of press relations 
should be to give the press 
authentic information which 1s 
likely to be of interest and to 
issue it in a form which looks 
interesting. These points are 
made in The Secretarial Practice 
of Local Authorities, by W. Eric 
Jackson, assistant clerk of the 
L.C.C. (Chartered Institute of 
Secretaries, 20s.), 

Mr. Jackson says: “The public 
relations work of a local authority 
is not aimed at inducing the local 
public to make more frequent 
use of the fire brigade, the 
ambulance and other public 
services. The results will be 
intangible, and will consist of a 
general enhancement of local 
interest not easily measured. 


“If the local authority, by 
providing adequate accommoda- 
tion and other facilities for the 
press, and in other ways, can 
secure the goodwill of the press, 
this will create an atmosphere 
favourable to the fullest co- 
operation between the press and 
the authority.” 

In issuing information to the 
public, and in the other activities 
of public relations, continues Mr. 
Jackson, the P.R.O. should be 
strictly impartial. He should 
avoid any suggestion of favour- 
itism, political or otherwise, and 
should develop a “council con- 
sciousness” which represents the 
view of the council as a whole, 
as expressed in its majority 
decisions. 
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A Solus Transformation 
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@ Solus Sites improve the Amenities 


This photograph of a National Solus Site in a commercial area shows how a derelict 
wall can be cleaned up and re-modelled to become an attractive poster position—and, at 
the same time, greatly improve the local amenities. National Solus Sites are available in 
all commercial areas in England and Wales. 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND - LONDON + W.€.2) > TELEPHONE: TRAFALGAR 4922-3-4 


DIRECTORS: T. A. ALLAM (Managing Director) S. bk. CARTER PW. FELTON R. WL AW SON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD. 
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Copytaster 
in his 
Review of 
Advertising 
discusses 


the search 


jor 


The basic 


N the late nineteen-twenties 

a small group of fugitives 
from the copy rooms of 
different agencies used to meet 
and talk shop over their meat 
and two veg. in a Fleet Street 
public house. 

As writers they would coo over 
the charming phrascology ol 
one campaign and curse the 
clumsiness of another, grumble 
at the unperceptive illiteracy of 
their copy chiefs, and perhaps 
pass round their rejected master- 
pieces for admiration and sym- 
pathy. But by time the cheese 
and biscuits were on the table 
they had always got around 
from aesthetics to what they 
called the Basic Selling Idea. 

Literary copy—the kind that 
would get into a book called 
“Prose of Persuasion”’—was very 
good fun, they believed. It was 
a pleasure to write, and obviously 
very pleasing to their clients, But 
the Basic Selling Idea was the 
real “mackay,” the foundation of 
their future fortunes, the one 
thing that justifies the ways of 
advertising to hard-boiled char 
tered accountants and tight-fisted 


$$ —— —— _ 


managing directors. If only their 
copy chiefs knew a good idea 
when they saw one! 

The copy chiefs didn’t. Their 
minds were on thirty or, at the 
most, fifty well-chosen words, 
and the copywriters’ hare-brained 
ideas were nothing but a nuis- 
ance, It was all very frustrating, 
and about two-thirds of the 
party eventually gave up copy- 
writing altogether. 

| was reminded of this when 
1 read an account the other day 
of a very new successful American 
advertising agency and the reasons 
for its rapid climb. It owes 
its success, say the founders, 
to the fact that it insists on 
finding for every client, and 
using through thick and _ thin, 
what it calls a “Unique Selling 
Proposition.” 

Notice that word selling! 

Advertising ideas or gimmicks 
can always be found without 
tremendous difficulty, and no- 
body denies their usefulness. 
Humour, the editorial approach, 
continuities or comic strips, 
photographs taken at unusual 
angles, fresh techniques of draw- 
ing, typography or block-making 


SELLING 


idea 


all these are advertising ideas. 
They may, or may not, increase 
the readership of the copy or 
enhance the prestige of the pro- 
duct, but their effect on sales is 
seldom very exciting unless they 
are based on a real selling idea 
or proposition, and such ideas 
are far to seek. 

One should not generalise too 
far, but in most instances a 
Unique Selling Proposition is an 
offer to the reader of some kind 
of satisfaction or advantage 
above and beyond the product 
itself. Lifebuoy Soap washed a 
person clean, but it also offered 
freedom from the fear of body 
odour. Craven A satisfied the 
craving for tobacco, but it also 
offered freedom from sore throat. 
The American agency offered 
a menthol- flavoured cigarette 
called Kools—but it also promised 
to give your throat “a change 
from the hots.” Horlicks’ idea 
of “night starvation” dramatically 
justified and gave people an 
excuse for indulging in a_ bed- 
time drink. 

The point about these cam- 
paigns, however, is not merely 
that they had a phrase or slogan, 


—/TS CALORIFIC! 


“An admirable example of the 
“follow-through” needed with a 
selling idea.” 


but that the advertisers threw 
the whole weight of the campaign 
into the job of making the claim 
or offer seem dramatic, desirable 
and convincing. Where would 
Horlicks have got if the night 
starvation idea had been used as 
just one of a long string of sell- 
ing points, or if it had been used 
simply as a slogan in humorous 
advertisements? Where would it 
be if the client or the agency 
had decided that it was time for 
a change after the campaign had 
run for only six months or so? 
Only this week 1 read of high 
praise for a toothbrush manu- 
facturer’s dramatic new use of 
an idea which, in fact, his rival 
used for a few months and then 
quietly dropped in 1928! Prob- 
ably he has forgotten it now, and 
looks jealously at the new cam- 
Ppaign, wondering why he or his 
agent never thought of it! That's 
not the way to use a good idea, 
but it does suggest something 
that would be worth many an 
advertising manager's time. 
Look through your guard 
books of past advertising cam- 
paigns—right back to the year 
when Noah was a lad! Read all 
the rejected copy, if you haven't 
used it for an ignoble purpose. 
Somewhere—perhaps in one sent- 
ence buried deep in a panel of 
copy—you are almost sure to 


ENLARGEMENTS(™ | 


OF ROYAL PORTRAITS for display purposes € 
No increase in print charge for Coronation work } 
Telephone Waterloo 6544 or write for price list to: | 


CARLTOGRAPH DEPT. Ib: oo 


Carlton Artists Ltd. 44-50 Lancaster St. London, s.£.1 
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mber ? 


il awe you forgotten to reme 


Have you forgotten to remember ? 


Haye 


Jou 


forgo lien, 
remem hey 2 


Have you forgotten to remember z 


Within a few days the President’s Appeal 
for N.A.B.S. for 1952 will be closing. 

If you have not sent your donation yet, 
please do so row. 


Just a few strokes of the pen—but 

think of the happiness you will help to 
bring into the homes of those who are not 
so fortunate as you. 


Don’t let a little forgetfulness deprive 
you of the pleasure it is to give generously 
to N.A.B.S. 


Please send-your donation to N.A.B.S. 


NO 


Address it to the Hon. Treasurer, National Advertising 
Benevolent Society, 27 Old Bond Street, London, W.1 


This space was provided by the courtesy of “ The Times” 
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Review of Advertising —continued 


find the seed of a really good 
basic selling idea. 

When you find it, do remem- 
ber that it is only a seed. Dig 
the ground thoroughly for it. See 
what scientific or other evidence 
can be unearthed to make the 
idea More convincing and to 
demonstrate that you are really 
serious about it. Can you make 
it more specific, remembering 
how much better it is to say 
“99 45. per cent pure” than “abso 
lutely pure?” Can you dramatise 
it in words or pictures? Once 
you have a selling idea, it’s the 


ally far too exaggerated. 

Having done all this, and done 
it so well, one might be 
inclined to sit back and call it 
a day. But how very wise some- 
body was to get those testimonials 
from the cosmetician and the 
hair-stylist! They are just what 
was needed. 

Don't you agree with me that 
this is far more likely to sell the 
goods than a strong drawing of 
an athletic girl, a slogan about 
Kellogg's for energy, and fifty 
well-chosen words about delicious 
breakfasts? There’s not only the 


an follow through that makes it ‘dea of energy: it is made real 
4: work hard for the sales chart. and vivid and desirable, and the 
; % . * reader hasn't a doubt about what 
a 


Ar PRESENT | am not entirely 
sure that Kellogg’s have a good 
and believable selling idea in 
their “calorific” story. Indeed, 
the more closely I look at the 
copy the more I wonder how 
many calories a plate of Kellogg's 
contains and how many are con- 
tributed by the sugar and milk; 
and whether it is really possible 
to give the numbers accurately 
when “a bowl” and “a teacup” 
could be almost any size. 

Apart from that, however, and 
in spite of certain reservations 
about the headline and its typo- 
graphy, | think this is an 
admirable example of what | 
mean by the “follow through” 
that is needed with 
a Selling idea. 

The main copy 
is well written, It 
has a stodgy story 
to tell, but notice 
how it is lightened 
and brightened by 
the example of the 
“girl who makes 
the heads turn 
whenever. she 
comes into the 
office.” There's a 
friendly touch, too, 
in the colloquial 
“Chances are she’s 
the girl...” instead 
of the more formal 
“Probably... .” 


The talk of 


Only one illness 


since babyhood — _ + 


she should do to get it. 
* * * 


ARE YOU CLEVER at arithmetic? 
I have been puzzling myself to 
death over a Virol advertisement 
about two brothers: “seven-year- 
old Jeremy and eight-year-old 
Richard.” It seems that their 
parents wanted them to be 
healthy, “so Jeremy was given 
Virol right from the start and 
soon he looked like overhauling 
his elder brother. So at twelve 
months Richard got regular Virol, 
too, and since then the boys 
have never looked back.” 

What puzzles me is this: “How 
old was Jeremy when he looked 
like overhauling his brother?” 


* 


y 


rN 
\ 
sy 


J 


\ is jj * 4 " smiled Jeremy s 
ee calories is interest- GIVE HIM A TAIL AND HE'D BE A MONKEY sic: 

we . mother, as her son shinned up a tree to youn his elder brother Seven 
ee ingly set out, and vear-old Jeremy and eight-year-old Richard spend most of then free 
* it was a good move time out of doors using a bracken-and-branch © house © as their secret 


headquarters 


to make the “dull, 
headachy and list- 


The two boys look as if they've never been ill, and im fact. they ve 
had only one illness since babyhood a mild attack of chackenpox 


; less” girl look Until they started school, they had not even had a cold 

We aia " 

a reasonably pretty What makes them tend B = — nen Py 
i . hy sio- the 1 and thew father was a mstructor mn 

‘ instead of falling physe rapist ar 


APPLY 


into the temptation 
to make her a 
frump in order to 
get more contrast 
with the Kellogg's 
girl. “Before” and 
“After” pictures of 
this kind are usu- 


naturally they wanted their children to be fit and strong 
was given VIROL right from the start and soon he looked like over 
hauling his elder brother 
VIROL too, and since then the boys have never looked back 
VIROL for health and strength VIROL wot a medume. us 
a food, and a very wonderful food 
for forming tiem flesh, strong bones and teeth. abundant vitality, bright 
eyes and clear complesnon the basis of & vigorous. germ-resisting 
VIROL constituion Why not give rour children nourishing, and 
protective VIROL * 


Jeremy 


So at twelve months, Richard got regular 


lt supphes the nutritive elements 


A 


= 


NN 


JUST S88 WHAT'S i@ VIROL 


| 
| Virol contains Mali extract retaed beet fai mation 
| 
| 
| 


ugar mattiodextrims ghecos frtomw (EE orange jure 
salt flavourings phosphors ant calcum phosphate iron 
phosphaw vedium todide and added \amum 


“How old was 
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Finest coverage of Britain’s 
foremost motor cycle event 


{ : 


SPECIAL T.T. ISSUES 
June 11 T.T. Number- June 18 T.T. Report 


Thousands of motor cycle enthusiasts visit the Isle of Man T.T. Races. Countless others, 
unable to attend, are eager for the full story. THe Motor Cycie gives the most 
accurate service of news and pictures. Tourist Trophy Number — containing fully 
illustrated descriptions of the first day’s racing; copies on sale on the Island less than 24 
hours later. T.T. Report Number — containing an illustrated and considered appraisal of 
the entire event. These famous T.T. Numbers, read from cover to cover throughout the 
world — represent your finest advertising opportunity. Limited space sull available. 
Press dates: T.T. Number — May 28th; 


T.T. Report —June 4th. Book your space NOW! 


DORSET HOUSE, STAMFORD STREET, LONDON, 8, WATERLOO 3333 (60 LINES) 
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Progressive 
development of 


production in the — 
Commonwealth 
offers the best 


markel for Br : sh 


manufacturers. 
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something big going on here? 


INVESTMENT on a tremendous scale is being attracted by imaginative projects for economic 
development in the self-governing and the Colonial regions of the Commonwealth.  Virile 
and forward-looking, nearly all the 50 territories are exploiting natural resources and 
speeding up production of basic commodities. A few facts, taken at random, illustrate 
this: The Commonwealth Investment Company was recently formed—capital £15,000,000 
.. The Volta River scheme, designed to give the Gold Coast an aluminium production of 
80,000 tons a year—total outlay £144,000,000 . . . £50,000,000 spent since the war by one 
group alone in the Orange Free State goldfields ... in less than 6 months £516,000,000 
worth of commodities supplied to U.S.A. to help close the dollar gap .. . vast iron ore 
deposits i in Canada—to be mined at the rate of 10,000,000 tons a year in two years’ time 
-at twice this rate after the St. Lawrence Seaway has been completed. 


Over 400 famous concerns advertise regularly in NEW COMMON WEALTH, the fortnightly 
journal which covers every aspect of Commonwealth development. Why not obtain a 


lion’s share of this huge market by booking space in NEW COMMONWEALTH ? 


Commonwealth 


Published fortnightly for all concerned with 
Trade and Development in the Commonwealth 


33 TOTHILL STREET, LONDON, S.W.1 
Whitehall 9233 
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A HALEF-PAGE §advertise- 
ment-—1I1 in. x 8 columns 

in all Cyprus newspapers 
was the highlight of an un 
precedented publicity cam 
paign launched recently by 
KEO, the Cyprus Wine and 
Spirits Co. The occasion was 
the marketing of a new range 
of table wines called The Four 
Aces. 

The half-page advertisements, 
appearing in three languages dur 
ing Easter week, displayed on 
five-columns an Easter motif—a 
brooding hen looking with sur 
prise at four eggs producing the 
Four Aces instead of chicks, The 
slogan of the display was: 
“KEO's Easter Egg for Cyprus!” 

Alongside the display, two 
over-size columns of text were 
set up in the newspapers’ own 
type, giving the story of the birth 
of the Four Aces, and an inter- 
view with the company’s wine 
expert 

The half-page ads., repeated 
three days in succession, were 
the climax of a series of “teaser” 
advertisements in all papers, 
which set the whole island guess- 
ing for ten days as to what the 
Four Aces could be. 

Parallel to the press campaign, 
an extensive programme of direct 
mail was launched. On the day 
the big ads. appeared, more than 
2,000 letters went out to likely 
customers with sample bottles of 
the new wines, Simultaneously, 
sets of Four Aces slides were 
shown in all cinemas throughout 
the island 

As a follow-up KEO = an 
nounced a big-prize contest. It 
asked consumers of the Four 
Aces to fill in a coupon stating 
which wine will prove the most 
popular in Cyprus, and to esti 
mate the percentage of competi 
tors who will vote for that par 
ticular wine A radiogram, a 
7 cu. ft. refrigerator, a wireless 
set and a vacuum cleaner were 
among the prizes offered 

Altogether 3,700 inches of 
newspaper space was used within 
ahout one month in what is un- 
doubtedly the biggest and most 
systematic publicity campaign 
ever launched in Cyprus to intro- 
duce a new product, 

The campaign is already pay- 
ing dividends. Sales are reported 
to be “beyond all expectation.” 


Advertising and 
selling problems 
in Switzerland? 


From June 1 the Montreal Star 
will introduce a flat rate of 38. 
per line on week-days and 4lc. 
on Saturdays in place of its pre- 
sent sliding scale. This will 
result in a reduction of rates for 
small advertisers, since the 
present maximum rate is 4Sc. on 
week-days and 48c. on Saturdays. 

¥ : * 


The Montreal Too), Industria! 
Equipment, and Plant Handling 
Materials Exhibition (November 
9-13, 1953) is represented in this 
country by Douglas Storrie Ltd., 
Black poo}. 

* * * 

The Ottawa Journal is issuing 
a “Queen of Canada” special! 
Coronation number on June 2. 
Arrangements have been made to 
send copies by air for delivery 
by special courier to the Queen 
and all Empire Premiers in 
London. London representative 
is Samuel] McIlwaine 

« ’ 

Arrangements are being 
made for the continued import 
into Finland of a wide range of 
manufactured goods traditionally 
exported by the United Kingdom, 
although import licences for such 
goods are likely to be on a some- 


QUIZ ON AD. 


The Government of India has 
set up a Press Commission with 
very wide powers to inquire into 
the state of the press in India, its 
present and future lines of devel 
opment and to examine in par- 
ticular: 

(i) The control, management 
and ownership and financial 
structure of newspapers, 
large and small, the periodi- 
cal press and news agencies 
and feature syndicates; 

(ii)the working of the mono- 
polies and chains and their 
effect on the presentation of 
accurate news and fair views; 

(ii) the effect of holding com- 
panies, the distribution of 
advertisements and — such 
other forms of external in- 
fluence as may have a bear- 
ing on the development of 
healthy journalism; 

(iv) the method of recruitment, 
training, scales of remunera- 
tion, retirement benefits and 
other conditions of employ- 
ment of working journalists; 

(v) the adequacy of newsprint 


PUBLICITAS 
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Brooding hen sold Easter 
Week wine in Cyprus 


what lower scale than in 19§2, 
as a result of the decline in Fin- 
land's earnings from sales to the 
United Kingdom. 

* * * 

The French Ministry of Econ- 
omic Affairs has announced that 
imports of food and raw material 
will be limited between April 1 
and September 30 

Paper pulps are included in 
the new regulations, but it is un- 
likely that the restrictions will 
affect the price of newspapers as, 
owing to the lack of currencies. 
import of paper pulp during the 
past few months has already been 
lower than anticipated 

* * # 


Belvedere, a clothes store, is 
attempting a new kind of credit 
sales: customers are asked to 
pay “fifty francs (one shilling) a 
day.” 

Ads. pubiicising the scheme 
are appearing in daily papers 
weekly. 

* % * 

Because of increased costs of 
production, the publishers of 
Nyasaland Times, Blantyre, have 
raised their advertising rates by 
Is. per s.c. inch. 


‘INFLUENCE 


supplies and their distribu- 
tion among all classes of 
newspapers and the  possi- 
bilities of promoting indi- 
genous manufacture of (a) 
newsprint and (b)_ printing 
and composing machinery. 

(vi)machinery for (a) ensuring 
high standards of journal- 
ism and (b) liaison between 
Government and the press; 
and 

(vii) freedom of the press and to 
recommend, repeal or amend- 
ment of laws not in con- 
sonance with it. 

People in India have been 
quick to note these terms of 
reference as regards the influence 
of advertising on editorial in view 
of the current dispute between 
the Government of Bombay and 
the Times of India. (The Chief 
Minister of the Bombay Govern- 
ment has refused to grant Bom- 


bay State advertising to the 
Times of India and _ allied 
group of publications because 


the paper has been critical of the 
Bombay Government's policies.) 


Made in England” 


British Week 


in Zurich 


“Made in England” wil! be the 
title of an exhibition of British 
xoods organised in Ziirich by the 
British Chamber of Commerce in 
Switzerland. 

It will take place from June 
19-28 in Ziirich’s Kongresshaus. 
Nearly 150 exhibitors will take 
part. A London double deck 
bus will take visitors from the 
railway station to the exhibition 

The poster illustrated was 
created by Herbert Leupin, Basle, 
one of the best known Swiss 
poster artists. Advertising agents, 
A. Wirz, Ziirich, are placing this 
poster and have also produced 
two different showcards, a folder, 
advertising stamps and press 
advertisements 

During the time of the exhibi- 
tion a “British Festival Week” 
will be held in Zirich. Shake- 
speare performances by the 
“Bristol Old Vic Company” are 
scheduled; British music will be 
heard; and an exhibition of in- 
dustrial design in England will 
be held at the Museum of 
Applied Arts jn Ziirich. 

# * * 

The next edition of Sport and 
Pastime Annual is scheduled to 
appear in September, it is an- 
nounced by Kasturi & Sons Ltd., 
Madras, the publishers. Closing 
date for advertisements is June 15. 

An issue of 72 pages will in- 
clude articles on sport, games, 
the cinema, reviews of various 
tournaments, coloured plates and 
an abundance of photographs. 

* * + 


South African Morning News- 
papers Ltd. have taken over 
representation of the Johannes- 
burg magazine African Drum. 


.. is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 
exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 
Foreign Department, 
3 Av. Benjamin-Constant, Lausanne. 


us a “ a / 

a ‘ ’ 

- a = May 7, 1953 

ah 

NEWS ae = 

: FLASHES | a : 

; FROM WORLD ) sal 

‘ MARKETS ie . h 

HS. , 
sci a 

— 

a : ‘ 

es 

ts ula 

er », 

ie ; 

—" 

iy 

te el 

= 

% Sy re me 

& po | | 

; rs 

7% 

ie a 

Ae aA. - rr r E ‘ a cr... See ee EST on Bs dic i Se aa a : = e.g 

a ee. a! eS, ih Ue — gee cease 


May 7, 1953 259 ADVERTISER'S WEEKLY 


Export Advertising 


Advertising in overseas markets demands a special- 
ised knowledge lacking in most agencies. We have an export 
department of specialists, competent to organise advertising 
campaigns anywhere, through which we provide the following 
services. 


% The complete planning of publicity suited to any country in the 
world. 


% The recommendation and placing of orders with suitable foreign 
media with an estimate of charges. 


% The preparation and adaptation of copy specially suited to the 
country concerned. 


% The translation and meticulous checking of copy by nationals 
of the country for which a campaign is planned. 


% The despatch of copy and blocks to any country. 


%& The «arranging of Treasury permits and foreign currency pay- 
ments. 


§. C. Peacock Ltd. 


Incorporated Practitioners in Advertising 


MADDOX HOUSE, 215 REGENT STREET, LONDON, W.1. (Regent 1081) 


7 . at? . hae 98 2: ~ — ae sa 7 Ge 10s 
ile 0 eee: eT y ; 
| . : 
B 
7 
: 
7 
ee e 
Bi z 
i f 
€ 
ae 
; oa 
i ee 
. Be 
ei 
~ 
7 <4 
ore 
aa 
‘ 
P 
ee e 
‘ar. - 
ee F 
wy x 
r 2 
ee : 
_ 
i eee 5 OR, - ae So a } ae Negeh > . - fae ae 


‘ 
€ 


ADVERTISER'S WEEKLY 


OW does the New Defa- 
mation Act affect adver- 
tisers and those who publish 
advertisements? 

Such a questioning attitude 
may be found generally through 
out the industry, for advertising 
practitioners to-day are more 
aware of the dangers of defama 
tion than they were before the 
war. So far as one can trace, 
libel has not in recent years been 
half so troublesome as it used to 
be. The industry, it appears, 1s 
now thoroughly law-conscious. 

The main cause of the virtual 
eradication of — this — potential 
trouble is that advertisers and 
their agents now know the im 
portance of “taking care.” If 
they continue to take “reasonable 
care,” then libel ought to be 
a thing of the past, so far as ad 
vertising is concerned. 

That is the most important 
change made by Mr. Lever's 
Defamation Act, the significance 
of which is well brought out in 
a new book.* 

Nevertheless, it should be 
emphasised that the Act affords 
no new protection for the negli 
gent or for the careless. 

Before the Act was passed, the 
greatest danger in this branch of 
law was “unintentional defama 
tion.” That is, a statement, which 
on the face of it was perfectly 
harmless but because of some 
circumstances unknown to the 

*The Law of ~" and Slander, by 


©. 8S. Hickson and Carter-Ruck 
(Paber & Faber, 30s.) 


LIBEL 


and the advertiser 


The new Defamation Act offers no protection for the 
negligent or the careless, stresses our Legal Correspondent, 
in his review of an important new book. 


publisher, could be defamatory. 
The new Act provides that if 
a person has innocently published 
a defamatory statement, he can 
make “ an offer of amends” by 
means of a correction. If the 
offer is accepted, that is the end 
of the matter. If it is not, the 
publisher can use in his defence, 
the fact that he made such an 
offer, What is more important 
is that the Act stipulates among 
other things, that the publisher 
of the. defamatory — statement 
“exercised all reasonable care” in 
relation to the publication. 
What is “reasonable care” so 
far as advertising is concerned? 
In my view it ts simply this: 
Never make a reference to any 
person in an advertisement, or 
use a testimonial signed by that 
person, or a photograph or draw- 
ing, without the written consent 
of that person, freely given, and 
for a specific purpose. 
To take an extreme case 
supposing a society lady gives 


permission for her photograph to 
be used for a cosmetic, This is 
harmless enough, but if the copy- 
writer suggests that the cosmetic 
is excellent for sufferers from 
skin diseases, she may well say 
that she had been held up to the 
ridicule of her friends by imply- 
ing that she has had a skin 
disease and has used the cosmetic 
for the purpose of treating it. 
In such circumstances it would 
probably be useless for the 
advertiser to offer to make 
amends and it would be alleged 
against him that he had neglected 
to take reasonable care. 

In fact, the provision of. this 
new defence may well have the 
effect of increasing damages 
against the advertiser who does 
not take reasonable care! 

One other important change 
made by the Act is in respect of 
what is called a Trade Libel. In 
spite of its name, a trade libel 
is not in the same legal category 
as ordinary libel. It comes within 
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the group of “injurious false- 
hoods” and is closely akin to 
slander of goods. Generally, it 
can be said that an advertiser 
can praise his own goods, but 
he is very unwise, legally, if he 
attempts to make derogatory 
statements of fact about goods 
belonging to a competitor. For 
instance, when one newspaper 
made a claim that its circulation 
was “twenty to one of any other 
weekly in the district.” This 
was declared not to be a legiti- 
mate puff, because it was untrue. 
The publisher who complained, 
however, failed to get damages 
for, as a matter of fact, the 
unfounded claim had not done 
him any damage at all. It used 
to be the law that in cases of 
this sort, actual damage had to 
be proved. 

The new Act declares, however, 
that in such actions it is not 
necessary to prove actual damage 
if the words upon which the 
action is founded are calculated 
to cause pecuniary damage .. . 
and are published in permanent 
form. 

The plaintiff in the newspaper 
action mentioned above, if he 
brought his case to-day, would 
probably obtain damages, even 
though he had not suffered loss. 

Hickson and Carter-Ruck ex- 
press the view that there may 
well be an increase now in 
actions of these types which 
could arise out of the publication 
of advertisements or announce- 
ments. 


BUSINESS fist... last... 


A mining company in India 
A steelworks in Pakistan 
A shipbuilder in Sweden 
A workshop in Belgium 

A Mexican tank maker 

An Egyptian Ministry 

A sawmill in Nigeria 

A Peruvian Ministry 

A Dutch shipbuilder 

A foundry in Spain 


A few examples (and only a few) of the 
type of buyer using this free service 


A plastics goods manufacturer in Denmark 
A South African manufacturer of windows 
A Brazilian manufacturer of hardware 
A German machine tool manufacturer 

A bicycle manufacturer in Argentina 

A French automobile manufacturer 

A world famous European airline 

A Portuguese electrical authority 

A transport company in Malaya 

An Irish gas supply company 
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SELLING 


and tools. 


For many years, our readers overseas (and those in this Country) 
have sent us details of their special requirements of engineering 
equipment—and definite buying enquiries of this type build 
much new business for our advertisers. As might be expected 
with a total readership of over 120,000 buyers at home and 
abroad, this free service is used by firms in many different 
industries and the enquiries cover a wide range of machinery 
All are forwarded to advertisers—and most are 
then featured in the “Business Opportunities” sections of both 
editions of our journal resulting in 34,615 additional introduc- 
tions between prospective buyer and seller during 1952. 


MACHINE 


eo 3 = 


6 Cavendish Place, Regent Street, W.1. LANgham 4204 (5 lines) 


ENGINEERING EQUIPMENT OVERSEAS 


A descriptive booklet is avail- 
able free of charge, write or 
phone 

MACHINERY LLOYD at— 
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Picture 
Our 
product 


Once a fortnight the English-language edition of LIFE INTERNATIONAL 
goes to 120 countries outside the U.S. and Canada. A new Spanish- 
: language edition circulates in Central and South America. Most of the 

people who read these editions are in the higher income groups: men 


and women of the professions, government officials, industrialists, 
business executives, their wives and families. People who not only want 
and can afford the best of the world’s products, but who also have a 
hand on the purse strings of companies, industries and nations. Against 
the background of LIFE’s outstanding picture-journalism these people 
see the advertisement pages—beautifully printed in black and white or 
colour—a brilliant international showcase for the world’s foremost 
companies and products. An advertisement campaign in the LIFE 
INTERNATIONAL EDITIONS builds sales and prestige in the most profitable 
quarters of the world. The Advertisement Director (Grosvenor 4080) 
will be pleased to supply full details of circulation and rates on request. 


ADVERTISER'S WEEKLY 


International 


LIFE IN ENGLISH — approximately 300,000 
copies in English circulating in 120 countries 
outside North America. 


LIFE EN ESPANOL approximately 
215,000 copies in Spanish circulating in 
Central and South America. 


These are the INTERNATIONAL EDITIONS 
of LIFE magazine. 


TIME & LIFE BUILDING, NEW BOND STREET, LONDON, Wi 
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Photography in Advertising 


‘Here is not just another process. Rather, here is a new art 


This is the advent of FF meat 
7 o: % 
a new art form 


form utilising photographic materials and methods for the) 
creation of colour abstractions”. ‘‘Colour Derivations” open 


up exciting possibilities, for the outstanding feature of these 


MINHE advent of a new art 

form——and at that, an art 
form directly applicable to 
advertising—is so unusual a 
circumstance that it must com- 
mand the serious attention of 
all those whose work is con- 
nected with publicity. 

For the first time we, in this 
country, have recently had the 
chance of examining an original 
collection of what Kodak Ltd. 
have called-—somewhat unhappily 

Colour Derivations, an un- 
gainly tithe which conveys no 
impression whatsoever of the 
beauty of form, the unusualness, 
or the exciting possibilities opened 
up by an entirely unexpected 
technique which is an off-shoot 
of colour photography. 

As long ago as 1950, Jeannette 
Klute and Dorothea Peterson, of 
the United States, produced 
colour photographs which were 
neither abstracts not faithful 
renderings of life in the “photo- 
graphic’ sense, but were a 
happy mid-way between reality 
and fantasy. Four of these 
appeared in avy American photo- 
graphi¢ publication (Commercial 
Camera Magazine) and three of 
the four originals appeared at 
Kodak's Regent Street, London, 
Gallery recently among a larger 
collection of these  new-style 
photographs. 


Pictures of rare 

quality and mood 

Since that date, when for the 
first time, Ralph Evans gave us a 
foretaste of the possibilities of 
colour derivations, much experi- 
ment and hard work has gone 
into the process, in American 
laboratories and studios, and 
Kodak have now shown that it 
has developed into an art form 
to be taken seriously . . . one 
capable of creating, by photo- 
chemical means, pictures of rare 
quality and mood hitherto not 
considered possible, cither tech- 
nically or artistically, 

For the outstanding feature of 
these prints is their ability to 


prints is their ability to conjure up mood and atmosphere. 


By 
JOHN HERON | 


conjure up mood and atmosphere, 
much in the same way as music 
or the work of a great painter. 
Colour derivations arrest and 
compel attention; as such, their 
potential value to advertisers 
cannot be overlooked. 

Let me quote Ralph Evans in 
what is not writer's pen hysteria, 
but matter-of-fact reporting: 

Here is not just another 
process. Rather, here is a new 
art form utilising photographic 
materials and methods for the 
creation of colour abstractions 

as unlike’ colour —photo- 
graphy's reality as they are 
unlike painting's frequent lack 
of draughtsmanship. Here, the 
sketch is by a scientific pencil 
more accurate than Da Vinci's, 
but as free in colour and pat- 
tern as the wildest dreams of 
the impressionist. 

Now, who is this talking? He 
is a scientist of the colour control 
division of Eastman Kodak, and 
he tells the simple truth. 1 have 
asked the British Kodak company 
to make available to ADVER- 
riSER'S WEEKLY readers—for the 
first time in Britain—one or two 
monotone reproductions of col- 
our derivations relying more 
upon line and form than upon 
colour values; and from the 
examples herewith, you will see 
that Evans’ reference to the 
“scientific pencil” is no flight 
of imagination—many of the 
originals | have examined, pro- 
duced entirely photographically, 
have all the quality and appeal 
of excellent charcoal or carbon- 
pencil drawings, or (in other 
instances) exquisitely executed 
etchings. 

A study of a flower group ina 
vase becomes, through the colour 
derivation process, an imaginative 
charcoal-tvpe drawing, capable 
of perfect line-—yes, /ine—repro- 
duction. 


Fundamentally, the process 


obliterates the reality of colour 
photography by eliminating the 
contrasts of the picture, leaving 
only the form and colour of 
objects. The image of an 
Ektachrome or Kodachrome 
transparency may be regarded as 
being in black, white and colour. 
When black is added to a given 
colour, it forms a portion of the 
picture's shadows; when white is 
added, it becomes part of the 
highlights. Thus, the black and 
white “elements” of a colour 
photograph contribute the con- 
trast to the transparency. When 
a black-and-white negative (of 
the same subject) having the 
same contrast as the transparency 
is bound to register with it 
(rather as one binds negative and 
positive plates together for the 
“bas-relicf” effect in monotone 
prints) the blacks and white of 
the negative match the blacks 
and whites of the transparency 
removing their effect and leaving 
pure colour plus a neutral grey. 
Such a negative is known as a 
“gamma-one mask,” and is made 
by contact printing. From the 
original transparency plus the 
“gamma-one mask” it is possible 
to obtain a line image by placing 
them in contact with a piece of 
Kodalith film, and swinging or 
rotating a light above the print- 
ing frame. 


Surprising effects 

of line image 

The line image effect is what 
makes these prints (including our 
illustrations photographically so 
surprising. Hitherto one has 
thought of photography as an 
affair of related tones of grey 
(or colour, as the case might be). 
Now, here is line—and form 
expressed by line, as an artist 
“bounds” his subject by line— 
presented through the camera. 

Now—-what are the practical 
applications of the colour deriva- 
fions process’ 

Colour photography in adver- 
tising has often been criticised 


“Sketches by a_ scientific pencil 
more accurate than Da Vinci's. 
..’ Reproduced from the Colour 
Derivation exhibition by special 
arrangement with Kodak Ltd. 


for its very literalness—-perhaps 
its over-literalness. Its greatest 
strength is so often also its 
failure, as an art form. Many 
advertisers have found this, when 
they have left the (often uncon- 
scicus) bias of the artist in his 
interpretation of a subject for 
the unbiased, more accurate but 
less human interpretation of the 
colour camera. This new tech- 
nique provides the worker who 
is serious enough and patient 
enough in mastery of it, with a 
new interpretative art form which 
has the merits both of literalness, 
when needed, and _ departure 
from literalness . . . the delights, 
in fact, of anywhere between 
near-reality and pure fancy! 
Prints made in this manner instil 
a mood. Perfume, cosmetics, 
fashion-—-any_ product whose 
appeal is in the world of intan- 
gibles (love, romance, happiness. 
and so on) will be the advertising 
fields in which workers will no 
doubt make their first successes. 

Those who create fabrics, up- 
holsteries, wallpapers and such 
like will have a new-—-and highly 
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Photography in Advertising —continued 


rewarding—medium of 
at their command. 

It will be interesting, indeed, 
to find who are the photographers 
of imagination and vision who 
will get together with Kodak to 
develop colour derivation work 
in Britain, The Kodak organisa- 
tion will not be found wanting 
in co-operation, 

* * * 

Y a curious coincidence, my 

colleague Copytaster repro- 
duced and commented upon, an 
Instant Postum advertisement 
(April 23, page 152) which I had 
already selected for comment. 
His summing-up of the presenta- 
tion was “. . . half tone block 
outstandingly good, and the 
photograph magnificently posed.” 

The man behind the photo- 
graph is Norman Lay (recently 
appointed Gee & Watson Ltd., 
studio director) who, when run- 
ning his own business, did a good 
deal of work on Young & 
Rubicam accounts. 

For some time in these articles 
| have been suggesting that 
America takes its advertising 
photography more seriously than 
Britain, At least, few British 
advertisers will put so much of 
their advertising money into large- 
scale photographic illustrations 
as do many American adver- 
tisers. It is, therefore, interesting 


invention 


to find that an agency which 
Norman Lay 


has found to be 


Floodlights Catalogue Nos. 


most “photography conscious” 
has American connections, Young 
& Rubicam, says Lay, have an 
insistence upon correctness of 
atmosphere and detai] in their 
advertising shots that is rare in 
this country. 

Take the Instant Postum pic- 
ture. How simple it seems. Just 
a girl, a kitten and a beaker. 

But was it simple? By no 
means. It is a photograph which 


has done a_— grand _ selling 
job. Everything about it is 
right. But everything was most 
elaborately planned by photo- 
grapher and agent; nothing was 
left by chance, yet there was 
room for the inspiration—and 
luck—of the moment. 


The girl must be attractive, but 
must really look as though she 
was going to bed. All right— 
then she must be photographed 
in a genuine bedroom and she 
must not wear make-up (she was, 
and she didn’t .. .) Now let us 
find a girl with long hair, because 
even in these days of short crops 
loose hair suggests bedtime. What 
shall she be doing? Is there 
another gimmick that will build 
atmosphere and command atten- 
tion? Yes—a kitten. What sort 
of kitten? To contrast with the 
soft, restful lighting and subject, 
a dark kitten that will introduce 
a “colour” accent. And now, of 
course, we have to introduce the 
nightcap drink—Instant Postum. 


Ls. 


“It deceives by its apparent simplicity 
in fact, a masterpiece of patience... .” 
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. . . looking like a snapshot: 
Photograph by Norman Lay 


for “Instant Postum,” courtesy Young & Rubicam Ltd. 


Postum at the bedside? Nothing 
so obvious or unreal. She would 
have made it in the kitchen, and 
taken it up to bed. Let us keep 
to the facts. She would merely 
be drinking some unseen liquid 
from a beaker 

And so the picture was built 
up, patient step by patient step. 
It deceives by its apparent simp- 
licity. It looks like a happy 
snapshot: in fact, it is a master- 
piece of careful construction. 


EDISWAN FlooolicuTs Bring BRILLIANCE 


The refreshing insistence upon 
reality and perfection brings big 
headaches for the photographer. 
But if he is like Norman Lay, 
he will delight in them, because 
he will know that his client has 
a real appreciation of the value 
of the photograph in the general 
scheme of the advertisement; the 
picture will not be “an illustra- 
tion,” but a_ vital  sales-force 
without which the advertisement 
cannot do its job. 
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“CYGNUS" Floodlight Projector Cat. No. L.S. 10707 
For use with two Royal “Ediswan” 100/150w 
General Service, two 80w. Escura Mercury Electric 
housing for 150w. Royal “Ediswan" Spotlamps, Discharge or one 45/60w. Esodia Sodium Electric 
LS. 1060 for 100w. G.L.S. Lamp 36/-, LS. 1061 Discharge Lamps on 200250v. SO Cycle A 

for 180w. G.L.S. Lamp 42/-, LS. 1062 for 200w supply. Prices with base mounting £10. 12 . 8 with 
G.L.S. Lamp 72/-, LS. 1063 for 300/500w. G.L.S 36” projection bracket £13. 5 4 Ask for 
Lamp I11/-, LS. 1068 for 180w Spotlamp $0/-, Publication LE. 1434A 


Weatherproof 
1080-1, -2, -5 for Royal “Ediswan” General Service 
Lamps 100w.-S00w. and Catalogue No. LS. 1068 


“SATURN” Rectangular Floodlights Cat. No. 
L.S. 1080/1 For use with Royal “ Ediswan”" 500 
1,500w. General Service or 250/400w. Escura 
Mercury Electric Discharge Lamps on 200/250 v 
S80 Cycle A.C. supply. Price £22 . 3 . 8 each. Ask 
for Publication No. LE. 14344 


EDISWAN 


Illumination Strip and Reflectors 
Provide a Festive Atmosphere 


PRICES DO NOT INCLUDE LAMPS 


wan — 
Ediswan Watertight Iliumination Strip 


The safest and most reliable 'strip available, fully protected against wet weather, supplied complete with 
B.C. lampholders. Price examples 


Holders at 12° centres 7/8 yd., 36° centres 3.8 yd. Ask for Publications 
Nos, C, 1512 and E, 1661. 
Ediswan Gariand Reflectors. Cat. No. LS. 859 
For use with Royal “ Ediswan” standard B.C. Colour Sprayed Lamps, these reflectors are silver mirror 


finished, stamped from light gauge metal 7° dia. and supplied complete with fixing springs. Price 10 - 
dozen, Ask for Publication No. f 1661 


THE EDISON SWAN ELECTRIC CO. LTD. 155, CHARING CROSS ROAD, wc.2 


A comprehensive range of Royal “ Ediswan™ 
lamps for use with any of the above and for 
all decoration purposes are available from all 
Ediswan District Offices and Sub-stores, Ask 
for Lamp Catalogue No. L. 1SISA 


Member of the A.E.1. Group of Companies 


L.E. 167 
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have 


More 


half-tone colour blocks. 


process engravers 
raised colour 


printing standards 


By R.A. WALKER, Sun Printers Ltd. 


thought has been given to methods of preparing % 
photogravure colour cylinders and 


photolitho machine plates, but the fundamental problems 


remain, 


mM?! people would agree 
that there has been a con- 
siderable improvement in the 
quality of four-colour printing 
in the commercial field during 
the last ten years. To what 
factors is this progress due? 

There has been a greatly in- 
creased demand for colour, which 
has meant that more people in 
the photo-engraving industry 
have become colour’ workers. 
Much more thought has also 
been given to the methods of 
preparing half-tone colour blocks, 
photogravure colour cylinders 
and photolitho machine plates 
But fundamentally, the difficul- 
ties of colour reproduction have 
not been overcome. We are still 
unable to obtain a perfect set 
of inks. The photographic prob- 
lems involving the correct filter- 
ing of the original to produce an 
accurate set of separation nega- 
tives also remain 

The advance in photo engray 
ing quality has been obtained 
mainly by the improvement of 
correction techniques adopted to 
surmoun, these difficulties 


Advantages of 
colour transparency 


At this stage, reference should 
be made to the colour transpar- 
ency, for it is this medium which 
has done more than anything 
else to bring about a = semi- 
automatic correction process 
When the colour transparency 
was first introduced as a type of 
original for reproduction, the 
printed results, whether by letter- 
press, photogravure or photo- 
litho, were far from satisfactory 
The problem here was mostly 
due to the very great range of 
the transparency. That is to say, 
the highlights of the transparency 


will transmit much more light 
than will be reflected by the 
white paper on which the job 


is to be printed, while at the same 
time the transparency shadows 
may he denser than it is possible 


Progress mainly lies in the 
correction technique to surmount these problems. 


improvement of 


to obtain by reflection with ink 
on paper The photo engraver 
and printer therefore, were called 
upon to do the impossible by 
putting a pint into a_half-pint 
pot 

At first. no special steps were 
taken to solve this difficulty, so 
that either one end or the other 
of the density scale was sacri- 
ficed. Soon methods were evolved 
hy which it was possible to even 
out the loss over a considerable 
range rather than just cutting it 
off one end 

This represented a considerable 
step forward 


Correcting minute 
areas of colour 


Another difficulty much in 
creased by the use of colour 
transparencies was the necessity 
of correcting quite minute areas 
of colour. Colour corrections are 
made by applying a resist with 
the aid of a brush to those parts 
which are not to be corrected 
and then reducing by chemical 
action the required areas. This 
practice, although very different 
in detail, is the same in basic 
principles for the three processes 

If. for example, we consider a 
flower bed of various coloured 
tulips necessitating the painting 
out of very small areas, then the 
difficulty can be well understood, 
and it will be appreciated that 
much time is involved. This 
obstacle was overcome by a 
system of colour masking where- 
by it is possible to neutralise 
unwanted colour values on the 
appropriate photographic plates 
by means of an additional photo 
graphic process. Such a process 
is by no means easy to perform 
and requires the utmost contro! 
at all stages. calling for very 
skilled knowledge to determine 
just which colour values are to 
be so treated 

For the control necessary, 
photo engraver has come 


(Continued on page 268) 
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The printing of 


PERFECT 

ROUNDNESS 

IN SPACE 
by the 


Roye-Vala 
three-dimensional 
process 


is exclusive to : 


H. CLARKE & ©0. cLovnpox) LTD. 
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Can you 
cast off ? 


No... we don’t want to know 


if you are an expert at knitting 


or handling a boat! 


We want to know if you are interested in 
freeing yourself from the donkey-work of 
CALCULATING type sizes for copy. 


Our latest aid for typographers is a 
quick-reference COPYFITTING INDICATOR 


a 


of all the most popular faces used by 
designers today. 


copies AT 5s. (plus Is. for postage) FROM 


Head Office and Works; Salfords, Redhill, Surrey 
Reg. Office 
MONOTYPE Registered Trade Mark 


(made of strong board and supplied in a box), 
which gives, at the turn of a disc, the number 
of Lc. characters per line in composition sizes 


§5-56 Lincolns Inn Fields, London, W.C.2 


Silk Screen Printing 
POSTERS 


DISPLAY - 


MERCURY DISPLAYS LTD 


Head Office 


SHOWCARDS - 


171 NEW BOND STREET, W.! Tele: GROSVENOR 871! 


Works 


EASTWOOD STREET, S.W.16 Tele: STREATHAM 4595 


DASPLAN 
S\UK SCREEN 


WALTER BIRD 


ADVERTISING HEADS 
Monochrome or Colour 


‘Phone FRO 10/8, 1019 PEP APE dos 
Photographic Illustration Ltd os mae , Al 


85 Cromwell Road, S.W.7 


EUSron 1416-7 
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Paper and its uses— 4 


Coated papers combine 
utility and economy 


By Our Paper Trade Correspondent 


Coa papers form an 
important branch of 
British paper production and 
provide the print user with a 
variety of first-rate surfaces 
upon which good quality work 
in letterpress and half-tone, in 
monochrome and colour, can 
be reproduced. In addition to 
their wide use for publicity at 
home, coated papers are a valu- 
able British export, having a 
high conversion value and 
being acceptable in many im- 
portant markets in the British 
Commonwealth and foreign 
countries. 

The coating of paper is really 


| a paper converting process, being 


THE MONOTYPE CORPORATION LIMITED | 


Final finishes for coated papers 
range from matt to a very fine 
gloss. Ultimate use determines 
the character of the finish, and 
much disappointment can be 
avoided if printer and paper 
maker get together to decide the 
best finish for the purpose the 
user has in view. 


done as a separate operation 


after the body paper has been 
made on the Fourdrinier mach- 
ine. An exception to this is the 


category known as “machine 
coated” where the coating is ap- 
plied as part of the main manu- 
facturing process on the machine. 

Great care has to be taken in 
the manufacture of the base or 
body paper for coating. Spots, 
streaks or any unevenness in the 
body sheet will be accentuated in 


the subsequent coating and 
calendering 
Esparto grass, straw and 


deciduous woods, with a propor 
tion of sulphite wood added to 
give the required strength, afford 
the best furnish for body paper 
In view of the exacting require 
ments in printers’ press rooms 
body papers must have maximum 
stability; there must be the abso 
lute minimum of expansion and 
the formation must be such as 
to avoid cockling, fluffing and 
curling, defects which can have 
disastrous consequences in the 
printery. 

The coating materials used in 
clude china clay, satin white, 
blanc fixe and titanium oxides 
These materials are mixed in 
tanks with the adhesive material 
which may be either casein, gela- 
tine or water-soluble — starch. 
High speed agitators are used in 


this operation to produce a mix- 
ture of the desired strength, dyes 
or mineral colours being added 
to produce the required shade. In 
some coated papers — offset 
chromos, box enamels are ex- 
amples—waterproofing treatment 
is also given by means of waxes 
and some of the newly-developed 
plastic resins 

In the actual coating process 
the body paper is passed round 
a cylinder while the mixture is 
applied to the surface by means 
of rolls and brushes, some of 
which have a reciprocating action 
to distribute the coating evenly 
over the surface 


The operation, although done 


by machine, requires expert 
supervision by the coating 
machineman if the _ finished 
paper is to have the qualities 


which make it acceptable to the 
printer. It must always be 
remembered that the main object 
of coating paper is to produce a 
better printing surface -— even, 
completely flat and ink receptive. 

Drying, pressing and finishing 
are other important aspects of 
the manufacturing process which 
need careful attention if the pro- 
duct is to reproduce the fine dots 
of half-tones with that fidelity 
which is the outstanding charac- 
teristic of printing on coated 
papers. 


Drying must be 

carefully controlled 

In view of the aqueous nature 
of the coating mixture the drying 
operation has to be carefully con 
trolled so that the finished paper 


will not cause trouble through 
cockling or curling. The com- 
mon practice is for the paper 


web to be carried on wooden 
spars in festoons, which are con- 
veved on travelling chains 
through a drying chamber; the 
temperature of the chamber is 
graduated to allow an even dry- 
ing action, 

A speedier method, which is 
employed for the manufacture of 
the less expensive qualities of 
single and double sided art 
papers, involves drying with hot 
air blowers and exhaust fans. 

Final finishes applied to coated 
paper range from matt to a very 
high gloss. Ultimate use deter- 
mines the character of the finish 
and a great deal of disappoint- 
ment can often be avoided if 
printer and paper maker get 


together to decide the best finish 
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Advertising on the B.E.T. Federation buses is 
a sure way of “driving” your message home to the 
people that matter. The7,000 B.E.T. buses cover the 
densely populated industrial areas of Tyneside, Lanca- 
shire, Yorkshire, the Midlands and South Wales. 
These buses carry over |,690,000,000 passengers 
yearly—a rich market you cannot afford to disregard 


—and remember only the bus gives you... 


IMPACT 

VISUAL ATTRACTIVENESS 
CONCENTRATION 

at LOW COST 


B-E-T 


BUS ADVERTISING 


Gets around to Millions 


The Advertising Department The B.E.T. FEDERATION LTD. 
Stratton House, Piccadilly, London, W.!. Telephone: Mayfair 8886 
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R. P. GOSSOP LTD. 
@ Artists’ Agents @ 
46 CARTER LANE, E.C.4 
CENTRAL 6950 


ADVERTISING COSTS 
—— REDUCED —— 


| TRANSFER BLOCKING FOILS. 
PROTECTIVE GLAZING FILM. | 
| WATER SLIDE TRANSFER FILM 
DISPLAY BOARDS. ACETATES. 
METAL STRUTS, PINS & RINGS. | 
GUILLOTINES. BEVELLERS. | 
| 
| 
| 


SCREEN PRINTING 
IN BRILLIANT WEATHER 
RESISTING COLOURS 


OM 10 AMY MATERIAL 

| GURS OR YOURS AS DESIRED 
LONG OR SHORT RUNS 
DETAILS AND QUOTATION 
BY RETURN... 


ELECTRIC FINISHING PRESSES. 
BLOCKING TYPES & DIES 
HAND ENGRAVED BLOCKS 


MASSEELEY SHOWCARD MACHI 
Guaranteed and rebuilt by 


HILL BROTHERS (service) LTD. 


Acton Works, Beaconsfield Road 


Acton Green, London, W.4 
Telephone Chiswick 2235 


OUR PRICES WILL SAVE YOU POUNDS 


A 
OPS! 
Bérlingske 


Tidende 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, $.W.1 


EADON MAT SERVICE 
(fr 

(otonation Celwertising 
HENRY. $T.- ROTHERHAM - Tel. 2948 
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Paper and its uses—continued 


for the purpose in view. For 
instance, chromos used for offset 
litho need to be waterproofed in 
order to prevent lifting or tacki- 
ness —faults which can be expen- 
sive in the offset process. For 
the proofing of engraver’s blocks 
a special quality of chromo paper 
is used in which thie coating must 
be completely free from blemish 
and possess a glasslike finish. 
Machine coated papers are a 
newer development in this field. 
Introduced in the United States 
to meet the requirements of 
nationally circulated magazines 
printed with quick drying inks, 
they are now widely used in this 
country for illustrated periodicals. 
Their primary objects are to pro- 
vide a paper with a better colour 
and appearance than newsprint 
or mechanical! printings and at a 
cost that will be economic for 
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large scale publishing enterprises. 
Both these objects are achieved 
by a combined making and coat- 
ing process on one machine. 


Technical problems 
of roll coating 


Roll coating on the paper 
machine presents its technical 
problems—it is difficult, for in- 
stance, to obtain the same depth 
of coating as with the indepen- 
dent process, but great progress 
has been made. The better quali- 
ties have now reached a stage 
where they are comparable to a 
second quality art paper and, 
with general costs of printing 
and publishing continuing high, 
there is doubtless a bright future 
for these papers which combine 
utility and economy in a marked 
degree. 


HOW PROCESS ENGRAVERS HAVE RAISED 


COLOUR PRINTING STANDARDS—continued 


require the use of scientifically 
designed apparatus for the mea- 
surement of light to control 
camera exposures and for the 
measurement of photographic 
density. 

In the U.S.A. the colour photo 
engraving process has been 
carried into the field of elec- 
tronics and machines have been 
constructed to scan the trans- 
parency and produce fully cor- 
rected photographic separation 
records. 

There are several other points 
with an important bearing on the 
quality of the printed reproduc- 
tion. 

Consideration must be paid to 
the process, whether letterpress, 
photogravure or photolitho and 
secondly, to the type of paper to 
be used. It is impossible to print 
a lighter tone than the colour of 
the paper, so that if a mechanical 
printing paper is to be used for 
the reproduction of a colour 
transparency, then the problem of 
loss of range will be greater than 
if a better quality white paper is 
to be used. The paper also is a 
very important factor in govern- 
ing the “smoothness” of the 
printing result 

The method and speed of 
printing, whether sheet-fed or 
rotary, must be taken into con- 
sideration. Apart from the ques- 
tion of actual printing quality, 
the difficulty of the printer in 
maintaining “register” on a 
machine producing a complete 
60 page magazine at some 26,000 
copies per hour must be realised. 
Despite the latest electronic 
register controls on_ such 
machines the difficulty is still 
very real. For this reason it is 
much better to use colour in 
relatively large areas, rather than 
perhaps having six small indi- 
vidual pictures on the one page. 
Not only does this treatment 


assist the printers; but also it 
makes it much easier for the 
photo engraver to produce a 
better job. 

Flat copy coloured originals 
on the whole present much less 
difficulty than the colour trans- 
parency, with the exception of 
the hand coloured bromide print 
which seldom produce a really 
first-class result owing to the 
initial difficulty of obtaining 
accurate filtering from such an 
original. The artist's wash draw- 
ing is without doubt the most 
faithfully reproduced type of 
original. The range is usually 
within the limits of the method 
of printing and the colours, with 
the exception of certain greens, 
are more easily separated photo- 
graphically. 


Animal drawing 


Drawing Animals, by Victor 
Perard (Pitman, Ss.) is one of the 
Drawing Series published by Pit- 
man Publishing Corporation, New 
York, and it is printed in U.S.A. 
It is almost entirely an art gal- 
lery of animal drawings. The text, 
nearly all in caption form, com- 
bines practical hints on drawing 
technique with elementary lessons 
in natural history, the effect of 
the combination being somewhat 
naive. But the drawings are a 
sheer delight. 


* * * 


Intended to be an authoritative 
reference book as well as a sump- 
tuous pictorial record is the 
Coronation Book produced by The 
Connoisseur (price one guinea). 
Illustrated in both monochrome 
and colour, printed on art paper, 
and bound in imitation vellum 
with gold lettering protected by a 
clarifoil wrapper, it contains articles 
on Coronation procedure, arms, 
heraldry, royal palaces and many 
associated subjects. 
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PRINT FOR ‘ADVERTISERS—5 


Will it ever come to— 


Caslon Old Face for 
ads. by order of the 
National Type Board? 


ROGER DARCY discusses a new edition of a book on 
type lettering in which the author makes some highly 
original and debatable suggestions. 


[HE State planners pop up 
in the oddest places. Now 
we have Alfred Bastien, of 
Bastien Brothers Ltd., propos- 
ing that the State become 
responsible for the miain- 
tenance of the Roman Alpha- 
bet “in the same way that 
weights, measures and time 
recording are preserved and 
handed on to posterity.” He 
also suggests that all important 
work and State printing might 
be set in Caslon Old Face. 
These ideas are among a num- 
ber of startling suggestions put 


forward by Mr. Bastien, the 
editor, in Type Lettering and 
Manuscript Alphabets* in a 
“Special Coronation Year 
Edition.” 


Type Lettering was originally 
published in 1950 and has been 
out of print for a year. This 
Coronation edition has, we are 
informed, been entirely _ re- 
designed, re-written and re-set. 
In view of the growing interest 
in calligraphy Mr. Bastien has 
added the words “Manuscription 
Alphabets” to the title. 


British letterform 
for Elizabethan era 


“Manuscription” is a word of 
his own invention. It is a term, 
we are told in the Glossary, 
“proposed by Alfred Bastien to 
designate hand-rendered  por- 
trayals of type forms or modified 
versions thereof, and individual- 
istic writing as distinct from 
normal  school-taught form.” 
Presumably he is simply refer- 
ring to script types and calli- 
graphy. 

“Possibly,” says Mr. Bastien, 
“we could mark this second 
Elizabethan era by personifying 
it in the most enduring of all 
commemorations — a_ British 
Letterform.” Mr. Bastien then 
really lets his imagination soar. 
He wants an__ international 
authority, charged with the pre- 
servation and propagation of the 


*Type Lettering and Manuscription 
Alphabets. Coronation Year Edition (The 
Typographical Centre, West Drayton, 


Middx. 1953. Price 25s.). 


Roman Alphabetical form, as 
well. This form should be cast 
in metal or cut in stone, he says, 
and let into the wall of every 
school, and printed on the fly- 
leaf of every school book con 
nected with reading, writing or 
design. 

“In a central international 
library a giant rendering of the 
form might be erected as an in- 
scriptional obelisk. The alphabet 
might well be known as the 
Elizabethan Letter or some simi- 
lar expressive term, essentially 
self-explanatory,” says Mr. 
Bastien 

Mr. Bastien’s ideological back- 
ground becomes clear when we 
read: “Under the forward reach- 
ing policy of the Labour 
Government the importance of 
every art form was accorded full 
recognition in the planning of 
the Festival. Artists were ‘given 
their head,’ within the framework 
of a broad plan which was in no 
way a boundary to inspiration, 
and the State became the de- 
signer’s patron in a relationship 
unique in its scale and liberal 
outlook.” But the Festival seems 
to have gone to his head. He 
wants the casting of types to be 
a State responsibility in the same 
way as coinage, for which in 
each country a State type 
foundry would be necessary. 

“Thereby,” he says, “type 
could be provided at a nominal 
price within the means of the 
smallest printer, it being obliga- 
tory on every press to carry 
adequate stock of Elizabeth 
Roman so that the type would 
become the first choice for all 
good work.” 

What Mr. Bastien’s State 
foundries would do when photo- 
composition became all the rage 
is difficult to see. Presumably 
it would be necessary to ban such 
a development by decree of the 
National Type Board. 

A final word on Mr. Bastien’s 
conceptions—he also wants an 
international Faculty of Letter 
inaugurated in Coronation Year 
——more work for UNESCO pre- 
sumably. It is hoped that on the 
strength of Mr. Bastien’s book 
that he is not appointed the head 
of any such faculty, 

Because while this book con- 
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for 100% appeal to Women of All Ages 


WEEKLY NET SALE 
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Forthcoming Special Issues: 


SUMMER NUMBER .. June 25 
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For rates, Specimen Copy and County Breakdown apply to: 
Miss G. E. Careless, Advertisenient Manager 
The Lady, 39/40 Bedford Street, London, W.C.2. TEM 8705 


= 
URGENTLY 
| WANTED 


Your 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


BEST PRICES PAID 
IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 


| 


E. J. HARRISON LTD. 
FOUNDRY - MILL GREEN ROAD - MITCHAM 


Telephone : Mischam 2231-186'-4054 Telegrams: Destroying, Mitcham 
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When you feel that . 


. NOBODY CARES 


ANY MORE! There's a school of thought 


which thinks that the spirit of craftsmanship 
that printers dont take the 
trouble they did . . . that the word ‘Service’ 


is apt to ring hollow. If all members of that 


school (and any heading that way) will direct 


sane 


iets: 


their steps towards Charles and Read, they will 


NL a 1 Oy ers ct 


find a team of skilled lithographers whose will- 


“ 


princi 


determination 


eat. 


produce first-class work will warm the very 


cockles of their hearts. 


LIMITED 


very good photo-litho offset printers 


27 GHANCERY LANE, 
Ccrw 
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Print for Advertisers—continued 


| tains much of use to the student 
of typography, it is presented in 
such a complicated and verbose 
way and with such a lack of 


| discrimination between type faces 


| that it is hard work digging out 
the good material 

Much of the text covers Mr 
| Bastien’s private bees in the 
bonnet. There are numerous un 
necessary footnotes and addenda 
| (a sure sign of bad planning) and 
| not so subtle advertising and 
pats on the back for Mr. Bastien 
and his firm 

One example of the editor's 
stvle will suffice. It occurs, in 
cidentally, in one of his “paren- 
thetical notes.” It reads, in part: 
“The editor hopes this book may 
play a part in helping educational 
workers ... to find the way to 
culturising and sweetening — the 
tough’ adolescent disposition by 
substituting something for the 
adventitious and 
appeal of the films, the pin-table 
and the steaming gregarity of our 
particular sort of ‘popular’ cafe. 
How would you like to be 
“culturised,” chum? 


Has searched world 
for type faces 


However, it must be said that 
he has searched the world for 
examples of type faces. There 
are many faces shown in 
book which are probably not 
reproduced elsewhere in this 
country. That some of them are 
not worth reproducing seems to 
have escaped the editor's notice 
They are of interest to typo 
philes as curios, but it is hoped 
that a student will not think that, 
for example, “Heavy Roman” or 
“Westminster” are really desir 


Three display 
highlights 
at B.LF. 


This showcase containing — St. 
Edward's Crown, and made by 
Guest, Keen & Nettlefolds (Mid- 
lands) Ltd. out of 2.451 screws, 
is heing exhibited at the B.LF., 
Castle Bromwich. 


superficial 


this 


) 
l 
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able Roman faces to use; or that 
he will fail to spot the original 


design by some famous type- 
foundry and nearby a_ poor 
imitation produced by some less 
ethical foundry, without a word 
of explanation from the editor 

There are about 200 pages of 
these examples which might prove 
useful as an addition to a typo- 
grapher’s collection. The whole 
book runs to 316 pages, including 
a “selected glossary.” an index 
to type Specimens, and a bibli- 
ography. The editor has ob- 
viously done much to popu- 
larise typography and calligraphy, 
but such a highly personal book 
can hardly be the best for a 
student. Mr. Bastien would be 
wel] advised to start again from 
scratch, forget himself, the Typo- 
graphical Centre and Bastien 
Brothers; get an editor to go 
through his copy and somebody 
with greater aesthetic sense to 
prime his specimens, put a good 
book production man in charge 


and the result might surprise 
even Mr. Bastien 

The dust jacket of this book 
lists the other works of Mr 
Bastien and includes “blurbs” for 
ferthcoming masterpieces. The 
printing trade awaits with ill- 
concealed expectation, we are 
sure, Forty Years in Print, 
described as “Memoirs of the 
Editor. Men, Matters and 


Methods, sketched by a Georgian 
of the days when Salvation Army 
lassies singing “Have you any 
room for Jesus?” to concertina 
and tambourine provided a solu- 
tion to hooliganism and crime. 
For students of the printed word 
and all in the printing business 

“Sounds slightly surrealistic 
to Us. 


| ES = em) 


At Olympia. The Wilkinson Sword 
stand, designed by Hulme Chadwick 
and built by Lee-Spiller, Ltd. 


4: Earls Court. 


One of the 17 


BJ.F. stands designed and con- 


structed by Pictorial Displays, Ltd. 
This is for Keystone Knitting Mills. 
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From Paddington to Putney, from 
St. Marylebone to Southall—from 
the West End, you might say, to 
Western Avenue and beyond, the 
“West London Observer” is the 
most widely read and trusted of 
London Weekly newspapers. The 
oldest family newspaper of London's 
Western Reaches, it is valued for its 
lively presentation of the news. Use 
it—and you will find that the folk 
of the so-called “dormitory suburbs” 
are very wide awake! 


Circulation 


22,104 ABC (July - December, 1952) 
THE WEST LONDON OBSERVER - 16 QUEEN CAROLINE STREET 


ADVERTISER'S WEEKLY 


La 
\ JARLESOEN 


* HAMMERSMITH BROADWAY - d Telephone: RiVerside 145! 


YOUR COMMODITY 
DISTRIBUTED IN 
BOLTON & DISTRICT 


YOUR ADVERTISEMENTS 
IN THE 


BOLTON EVENING NEWS 


A combination which will prove profitable 
to any manufacturer. The people of Bolton 
have money to spend and spend it freely. 
Guide them to purchase your goods by 
advertising in the 


BOLTON EVENING NEWS 


the Newspaper with an A.B.C. Net Sale of 
82,461 copies, and a delivery by News- 
agents every day to eight out of ten homes. 


TILLOTSONS NEWSPAPERS LTD. 


MEALHOUSE LANE 6 ARLINGTON ST. 
BOLTON . LANCS. LONDON. S.W.1 


Telephone: Bolton 1993 Telephone: GRO. £220 
Advert. Manager: Wm. Sheppard London Manzger: C. A. Miles 


In Northern Ireland 
People are known by the 
Newspaper they read 


People of influence 


People in the middle and higher 
income groups 


People who esteem character and 
value quality in the things they 
use and buy— 


These are the kinds of people 
who are daily readers of the 
Belfast News-Letter. 


Established 1737 


More than a newspaper—an institution 


Belfast News - Letter 


Donegall St., Belfast 85 Fleet St., London 
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AND 


ADVERTISING 


AGENTS 
WITH 


FURNITURE & 
FURNISHING 
TRADE 
ACCOUNTS 


‘Furniture and Furnishings 
under Five Queens’ is the 
theme of the Coronation No. 
of Furnishing World. Pub- 
lished on May 29th this issue 
will be a big trade draw and 
a first class advertising 
medium for manufacturers 
of furniture, furnishings and 
ancillary goods. 


Full or half pages available 
in monotone or full colour. 
Press date is May (5th. 
Write for full details TODAY. 


Furnishing 
World 


180 FLEET ST., LONDON, €.C.4 
\|CHAncery 8844 


Technical articles of real interest to engineers 
and executives appear regularly in the new 
monthly Mechanical World. Mf your products 
appeal to the Engineering Industry, send for 
free specimen copy and rate card. 


= Mechanical World 
ENCINEERING RECORD 
Published monthly in London and Manchester 


Emmott & Co. itd., 50 Temple Chambers, Temple Avenue, £.C.4 
hester Office : 3! King Street West, Manchester 3 


MwW.15 


THE CLASSIFIED SMALLS 
in the 


HOME COUNTIES 
NEWSPAPERS GROUP 


are a proved success 


over 100 cols. 
weekly 


2/6 


PER WORD 
Min. 12 words 


for over 


126,000 


circulating throughout 
Beds, Herts and Bucks 


Represented in London by 
WILL KITCHEN, Jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office : 
MANCHESTER STREET, LUTON 


Phone : Luton 5050 
Manager: C. W. Gilder 


Ad 
Adver 


PADDINGTON 
ADVERTISING 
COMPANY 


UT 


37 SPRING STREET W.2. 


TECHNICAL SURVEYS 


LIMITED 


Trade Marks, Designs, 
Copyright, 
Company Registration 
Agents 


Limited Liability Com- 
panies registered from 14 
guineas (including books, 
share certificates, com- 
pany seals etc.). 


69 BISHOPSGATE,LONDON E.C.2 
HOLBORN 1107 


Spotlight on house organs 


May 7, 1953 


The Sun did not shine 


—hbut it 


ii is not fair to any house 
organ to launch it on the 
Coronation theme. The Coro- 
nation as such, with few 
exceptions, is not the business 
of the house organ, which is 
not the same thing as saying 
that Coronation merchandise 
made by the sponsor is not the 
business of the house organ. 

Industrial editors will have 
little to say about the Coronation 
that is either worth saying or has 
not been said before. A maga- 
zine introduced at this time, 
therefore, starts off with a dis- 
advantage if it is dominated by 
the Coronation. Its readers can- 
not judge what kind of jcurnal it 
is going to be, since the first num- 
ber is a Coronation Special, and 
not a prototype. 

We must, therefore, reserve 
judgment of The Sun Engraving 
Company Quarterly, which made 
its bow in March and which, the 
editorial says, will be devoted to 
engraving and printing methods. 

This first issue is dominated by 
an article on “Printing and the 
Queens,” which is interesting but 
makes no contribution to the 
readers’ knowledge of engraving 
and printing methods. True, this 
is not. strictly a Coronation 


; article, but it is obviously inspired 


by the event. Now, an article on 
Coronation print would have 
carried out the editorial promise, 
though the information would 
have come too late to help any- 
body to plan Coronation print, 
since We all hope that everybody 
now working will have retired 
before there is any need to plan 
Coronation print again. Perhaps 
an article on planning print for a 
festive occasion would have been 
appropriate. 

The format is unusual. It is 
not a Magazine at all, but a giant 
folder, consisting of a sheet of 
80 Ib. d.c. art paper 124 in. deep 
by 27} in. wide folded twice to 
give a page size 12} in. x 94 in. 
Three pages, or the whole of one 
side, are devoted to the Queens 
article. On the other side one 
page carries the title, introduction 
and demonstrations of screens 
and tints; one gives technical 
details of the blocks and inks 
used for the four-colour illustra- 


| tions; and the last is filled up 


with a list of the principal events 
in June—which in a publication 
of this kind is a complete waste 
of space which might have been 
devoted to carrying out the 
editor's promise 

I have a feeling that the next 
edition, due in June, will be very 


can do better 


different. The Sun has a great 

name in our business and can do 

better than this. | shall await the 

next edition with great interest. 
* * * 


Wool Window, new magazine 
published by The International 
Wool Secretariat, is remarkable 
for the names of its contributors. 

In this one jssue it has mar- 
shalled Ewen M. Waterman, 
chairman of the Secretariat; F. 
Eugene Ackerman, president of 
Wool Bureau Inc.; Miss Nina 
Leclercq, managing director of 
Hardy Amies’ Boutique; Norman 
Myer, chairman of the Myer 
Emporium, Melbourne; Mme. 
Annie Beaume!, the French dis- 
play artist; Major Huskisson, 
managing director of S. Simpson 
Ltd.; Lord Hollenden, chairman 
of I. & R. Morley Ltd.; and John 
Anderson, managing director of 
James Templeton & Co., Ltd. 

Hardly ever has a new indus- 
trial journal been launched with 
such a galaxy of names, especially 
since they all contribute full-dress 
articles of several pages each, not 
merely goodwill messages. They 
are serious articles written to help 
people engaged in the selling of 
woollen products. 

Format is quarto. Cover is 
printed black and green with the 
white of the paper used function- 
ally in design. A’ window is 
pierced in the cover to show 
through a picture on the title 
page, 

Layout is simple, strong, good. 
Perpetua bold and italics are used 
fer display lines and Bembo for 
the text. 


* * * 
NCE again The Jarrold 
Magazine undergoes a 


change. Some months ago a new 
editor was appointed who vastly 
improved the old-fashioned ap- 
pearance of this staff journal. 

Brian Paine continues to guide, 
but different people will be 
responsible as guest editors for 
a complete issue each month. To 
the first of such issues Frank 
Grunfeld brought increased 
vigour. He also brought, I guess, 
some new contributors. 

The policy of having amateur 
guest editors is a gamble, unless 
they have a permanent profes- 
sional on whom to rely. The list 
of gifted amateurs is usually 
quite short, and there is always 
the problem of the executive who 
ought to be invited simply be- 
cause of his position in the firm 
but who has no talent and no ex- 
perience. Let us hope The Jarrold 
Magazine continues to be for- 
tunate, 


. ae ) 
| 
| | —) i ) 
rr 
7 | 
P ee | 
i | 
| j 
4 ‘ . 
3 | 
| | 
ar | 
| | 
: | es | | 
= 
‘- | | 
4 
; | } : 
io | a | 
a a | 
a. | a 
; | | 
fi 
| | CU 
; | 
va | 
; a Ce 
a | —noncnmmmsenten | 
*  )  e 
*y | — | 
We | 
Be | S| | a ae 
i = a. 
2 


May 7, 1953 


@ A.A. CONFERENCE: Spotlight on finance 


Accountant analyses the 
costs of advertising and 
says 


THE CONSUMER 
PAYS, BUT... 


In answer to the question 
“Who pays for Advertising?” 
S. C, Tyrrell, president of the 
Institute of Costs and Works 
Accountants, put forward the 
following alternative and/or com- 
plementary suggestions : 

1. The consumer always pays 
for expenditure on advertising 
unless the advertiser is so far in 
error or in ignorance of the true 
facts as to effects his sales at a 
loss. 

2. Although the consumer nor- 
mally pays for the outlay on ad- 
vertising he may at the same time 
benefit from reduction in price 
as a result of the lower manufac- 
turing costs consequent on pro- 
duction in more economic quan- 
tities. (Without efficacious ac- 
counting services available it will 
not be known whether or no, or 
by how much, a decrease in pro- 
duction cost is greater than the 
cost of advertising.) 

3. Inadequate knowledge of the 
true incidence of advertising ex- 
penditure—from whatever cause 

may wel] result in an incorrect 
approach to the fixing of selling 
prices and thus the manufacturer 
may pay by inadvertence. 

4. The unsound basis of the 
present taxation system makes 
two things inevitable: 

(a) The expenditure of sur- 
pluses over “standard profit” 
is encouraged and hence adver- 
tising expenditure is incurred 
in excess during times of seem- 
ing or pseudo prosperity (at 
present this prosperity is to a 
considerable extent fictitious 
due to currency inflation). 

(b) the logical and prudent 
procedure of setting aside 
profits in times of prosperity 
for use in times of shrinking 
markets is so heavily penalised 
that the practice is seldom fol- 
lowed. 


Influence of taxation 


The influence of taxation re- 
ferred to above indicates—at least 
superficially—a diversion of 
revenue from the Exchequer (al- 
though obviously the _ profit 
earned by the beneficiaries of 
orders for advertising materials 
services is ultimately taxed). 

5. The cumulative pressure for 
expenditure on advertising from 
sales management—effectively 
though unintentionally supported 
as it is by the weight of taxation 
borne by all profits above an 
arbitrary standard four years old 


makes it unarguable that the 
equity shareholder is deprived of 
the prospect of higher dividends, 
or alternatively the residua] value 
of the equity is reduced by any 
appreciable volume of unrequited 
advertising expense. 

Nothing was ever completely 
black or white and thus it was 
not possible to give an unquali- 
fied answer to the question “Who 
Pays for Advertising?” 

“An increasing awareness of the 
statistical and economic tests 
which can and should be applied 
to all advertising proposals is, I 
believe, having a salutary effect 
on the character and extent of 
the visible part of sales promotion 
programmes,” Mr. Tyrrell added. 

“Even on those concerned only 
with the selling of advertising 
services there is an obligation to 
understand the proper incidence 
of this type of expenditure when 
it enters the accounts in the form 
of the financial transactions of 
the advertising principal.” 


The need for 
ee ° 9 
risk capital 

Generally there is insufficient 
use made of advertising in ex- 
port markets, and in sufficient 
localised market research, in the 
opinion of H. Nutcombe Hume, 
chairman, Charterhouse Invest- 
ment Trus: Ltd., who spoke on 
“The new financial structure of 
business and its eect on adver- 
tising.” 

There was the need for converti- 
bility of ster- 
ling to 
demolish 
artificial 
markets and 
encourage 
multi- lateral 
trading. 
Above all, a 
healthy 
home  mar- 
ket was 
needed = for 
the success- 
ful promo- 
tion of export sales in highly 


ADVERTISER'S WEEKLY 


competitive conditions. Loss of 
export markets dould mean 
Starvation in Britain. It was pos- 
sible that in a few years our chief | 
export would be population. To 

improve our competition position 

there was an urgent need for the | 
re-equipment of industry and | 
greater productivity, requiring | 
greater “risk” capital investment. ' 


D | PAGE 


AVAILABLE 
in MONOTONE 
or COLOUR 


(Teepol). 


colour printing. 


for coiour. 


Cott ead, 


First C/S booked for Shell 


180 FLEET STREET, LONDON, E.C.4 


Chemicals 


A change to ‘cotinex’ paper commencing 
May issue provides excellent surface for 


Space bookings from January to May 1953 
show an increase over the same period last 
year of 37°, — and a marked preference 


‘Personnel Management’ reaches the execu- 


tives responsible for 
Industrial Safety and 
Welfare, Health and 
Hygiene, Canteen 
and Catering, Heat- 
ing and Lighting, Air 


‘ Conditioning, Fac- 


tory Amenities, 
Sports Facilities and 
general industrial 
equipment. 


Write to-day for 
details. 


CHAncery 8844 
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ONE of the best speeches at the 
free-for-all session at bastbourne 
came from Max T. Friend, a priz 
winner in the ADVERTISER'S WEEKLY 
Opinion Poll Competition. 

Mr. Friend, senior account execu 
tive with Granthams, of Reading, js 
Austrian by birth. His mother, in 
the years before the first war, was 
4a leading advocate of women’s suf- 
frage the “Mrs. Pankhurst of 
Austra. With this family back- 
ground, if is not surprising that he 
became an active anti-Nazi. In 1939 
he had to leave in a hurry his busi 
ness as an adveruising consultant in 
Vienna, and eventually got away to 
England by the last plane from 
Prague before the Germans arrived. 


Max Friend receiving his prize from 

the president. In the background, 

John Sime, joins managing director 
Business Publications Lid 


With a weekly net sales 


figure of over 


235.00 copies 


EDELEGATES and their ladies 
especially the latter—-were intrigued 
by the packages of neatly contrived 
publicity matenal reaching them 
daily 

From P. Cockburn-Thorpe, of 
Vewsweek, came a copy of the 
huropean issue of his journal, 
enclosed in a 3D folder, with 
coloured spectacles. 600 copies were 
rushed from the Paris printers for 
this purpose. Delegates interested 
in’ American advertising also. re- 
ceived the May 4 issue of the 
American edition, copies of which 
were specially flown to London. 
Golf tees and score cards were sent 
to delegates likely to appreciate 


them, 
Guide to 3D 


My own personal collection also 
includes a copy of Time Atlantic 
edition, from Denis Embley; a copy 
of Direct’ Advertising, trom the 
B.D.M.A.A.; an amusing brochure 
The Advertising Man's Guide to 
the Third Dimension, trom Theatre 
Publicity; a tube of toothpaste and 
a packet of lens cleaners, from 
Macleans Ltd.; and a folder with 
specimens of writing paper and 
envelopes from Spicers Ltd. These 
sheets, headed The Advertising 
Association 20th Annual Conference, 
Fastbourne, May 1953, were a happy 
and practical thought. [| am sure 
many delegates used them for their 
letters if they had time to write 
any! 


IN THE UNIVERSE 
the ‘stand-by’ 


- me JF the 
: Space Buyer 


] who is 
j determined 
I to make 


Recognise anyone’ 


Some well-known agency men are here taking part in 


the cabaret at the Mayoral reception. 


Andrew Milne, Herbert Oughton, FE. H. Hall and W. L. Mayston talking 
over old times. 


Harris Kamlish snapped in 
sun with Arthur Clarkson. 


Noi the least enjoyable feature of 
conferences, for those in the inner 
circle of the advertising family, is 
the succession of private parties that 
zo merrily on into the early hours. 
At Eastbourne, notable hosts at 
such parties included, of course, 
Leon and Dolly Goodman, at the 
Grand, Bill Gollings at’ the Caven- 
dish, and Reginald Harris, with his 
charming Finnish wife, whose party 
at the Grand on Friday included a 
number of leading members of the 
Publicity Club of London. 


Bill Gollings shows his 


conjuring trick. 


guests a 


the* Universe’ appeals toa 
responsive class of reader 
interested in all nation- 
ally advertised products 


Contact 


WEEKS WISECRACK 


\ his client’s 


| advertising 
ad pay 


QUALITY - QUANTITY +» RESULTS 
AT 40/- PER S.C. INCH 


ee Che Universe 


appropriation is 
FIELD HOUSE - BREAMS BUILDINGS - LONDON - EC4 


A. W. Burnett and Stuart Mander 


enjoying a joke 
L ie 8 8 8 oe Ue Ue Ue 


“But surely, old man, a 
complete without Ys ’ 
- kick in the teeth from 

Bevan should be described 


Graham Roe, G. E. Johnson and as a pat on the back ?” 


Archie Melsaac in = merry mood 
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Coronation Tea Party 


The band and the sack race, the jam buns, the curate, 
the Boy Scout, the disapproving aunt 


in this preview by artist [lingworth of a scene which will 


they are all here 


be enacted in thousands of British villages during Coro- 
nation week. And 
every part of the free world, the splendid happenings of 


afterwards, for millions of homes in 


a great day will be drawn, photographed, described 
on paper. Through paper their memory will be treasured 
for years to come. And that is just one more happy proof 
of the important part paper plays in our lives. On great 
days and ordinary days alike we are dependent in some 


way on one or more of Bow ater’s products. 


THE BOWATER PAPER CORPORATION LIMITED 


GREAT BRITAIN © UNITE! STATES OF AMERICA 


* CANADA: 


AUSTRALIA «© SOUTH AFHMICA FIRE NORWAY * SWEDEN 
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Publications News and Notes 


Naafi launches 
a news-sheet 


Following a request from the 
Services for a “news-sheet" giving 
facts about Naafi, the first issue 
of Naafi Review has now been pub- 
lished. Some 25,000 copies are 
being distributed to the three Ser- 
vices at home and overseas. It 
will appear twice a year. 

* * * 

Flight (Associated Iliffe Press) is 
producing a Coronation number, 
entitled “The Queen’s Air Forces,” 
on May 29. 

* y ¥ 


The Autocar’s “Coronation” and 
“British Cars for the World” 
number on May 8& will include a 
guide to London's traffic and park- 
ing arrangements during Corona- 
tron week. 

* ” * 

Special 254-page issue of The 
Director marks the golden jubilee 
of the Institute of Directors. Under 
the heading “The Next Ten Years 
in British Industry,” contributors 
include Clifford J. Harrison, direc- 
tor, Horlicks Ltd., on marketing 
and advertising, and W. L. Andrews, 
editor, Yorkshire Pest, on the press. 
There are 108 pages of advertising. 

* ¥ * 

With more editorial pages than 
any other post-war issue The Com- 
mercial Motor for May | was a 
special British Commercial Vehicles 
for World Markets number. 


WASS, PRITCHARD « Co. Liv. 
85 FENCHURCH STREET 
LONDON E.C.3 


Creators and Producers of Colourful Printing 


ROYAL 714) 


Glasgow Evening Citizen pub- 
lished a supplement entitled Six 
Reigns of Service in which it traced 
the histories of Glasgow industry 
and Glasgow firms from Queen 
Victoria to Queen Elizabeth, 

* * * 

The Clare Champion, Ireland, 
has joined the Audit Bureau of 
Circulations. First audited figure 
is 15,094 for the year ended 
December 31, 1952. 

* * ” 

“A History of Smoking from 
Flizabeth I to Elizabeth II” has 
teen published by Tobacco to cele- 
brate the Coronation. Copies are 
being sent to all subscribers and 
to important firms and trade Asso- 
ciations overseas. There are 57 
pages of advertisements, half of 
them in colour. 

* ” * 

May issue of The Pottery Gazette 
contains a 16-page pictorial Corona- 
tion supplement, illustrating pottery 
and glass souvenirs, selected to pro- 
vide a record for posterity. 

* + 


Following the grouping of the 
Glamorgan Guardian and _ the 
Glamorgan Advertiser, The Brid- 
gend Advertiser and The Porthcawl 
Advertiser, advertisers who use the 
Guardian columns are now offered 
a special rate for their announce- 
ments if they wish them to appear 
in all six newspapers. 

5 * 

The front page of the Daily 
Sketch on Saturday carried a pic- 
ture which bled on to the back 
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ADVERTISING 
DIARY 


Friday, May 8. 

Pusticrry CiuB OF Leicester 
annual meeting Bel) Hote! 
12.45 p.m 

InstTiTuTE OF PUBLIC RELATIONS 
Annual conference. Adeiphi Hotel, 
Hastings (unti] Sunday) 


Monday, May II. 

Baisto. aNp West Pupucrry 
Cium annual = mecting Grand 
Hotel 6.30 p.m 

Pusticity CLUB OF LONDON 
L. B. Cort of Colman, Prentis & 
Variey Ltd, on “Think before you 
export."" Waldorf Hotel, 6.15 p.m 


Wednesday, May 13. 

NEWSPAPER AND ADVERTISERS 
Gorrinea Society. Spring mecting 
Walton Heath 

BeitisH Direct Man Apvertis- 
ING ASSOCIATION tea-time talk. 
Robb Holland on “Good direct 
mai!.”’ Shaftesbury Hote), 4.30 p.m 

REGENT ADVERTISING CLus 
annual mecting 


Thursday, May 14. 

Pusticrry Cius or Leeps annual 
meeting Great Northern Hotel 
6.30 p.m 

Pusticrry Ciusp OF Wolver- 
HAMPTON annua! mecting. 
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TRAVEL SURVEY 
FOR BRISTOL 


British Transport Commission 
has now published its second travel 
survey, Bristol on the Move. 

Like London Travel Survey, 1949, 
it is intended for the help of media 
buyers. It was carried out during 
the winter of 1950-51 by Research 
Services Ltd., and its three sections 
deal with Bristol's people, their use 
ot public transport, and the trans- 
port as an advertising medium. 
There are many tables and photo- 
graphs. The findings of the London 
survey are being further analysed 
in the light of information pro- 
vided by Bristol. 

Bristol on the Move is being 
issued free to selected advertisers 
and agents. Further copies may be 
obtained from the Commission, 
price 10s. 6d. 

Spaces on Bristol buses are now 
heavily booked, it is stated, while 
those on London’ buses, Tube 
siations and railway sites were 
almost completely booked up. 

A purely industrial area may be 
chosen for the Commission's next 
survey. 


B.B.C. praise their 


agents 


B.B.C. Publications had had an 
excellent year and Sells Ltd. had 
contributed their quota to this suc- 
cess, stated G. §S. Strode, general 
manager of B.B.C. Publications, at 
a luncheon to mark the completion 
of Sells year of office as advertising 
agents to the Corporation. 

Also praising the services of the 
agency, Ralph Judson, head of the 
advertisement department of B.B.C. 
Publications, said he regretted that 
circumstances forbade the re-em- 
ployment of Sells for a further year, 
but their turn would come again 
in due course. 

Olive Hirst and G. Millem, joint 
managing directors of Sells, pre- 
sented Mr. Judson with a desk 
reading lamp. 


Their own B.LF. 

Biro Swan Ltd. are holding their 
own B.L.F.—the Biro Industries 
Fair-—at Kensington Palace Hotel. 
New models, redesigned packs and 
showcards are on show — until 
Saturday. 
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We Hear 


The Duchess of Gloucester, with 
Prince William and Prince Richard, 
visited the Odhams (Watford) works 
on Monday to see the printing of 
the approved Coronation Souvenir 
Programme. 

* * . 

Auxiliary publicity fund to boost 
the holiday industry in Barry, with 
a target of £800 over and above the 
present allocation, is being supported 
by the local Chamber of Trade and 
Commerce. 

* * * 

Additional office space has been 
taken by Rathbone Publicity Ltd. 
at 37 Percy Street, W.1, including 
a new reception office and board 
room together with studio space and 
the addition of two new offices at 
the Vereker House address. 

* 

Willing’s beat Walter Hill's 7—1 
in an annual soccer match last week. 

* * 


Burrage & Boyde Ltd., the 
Northampton hardware manufac- 
turers, have launched a _ house 
journal. 

* * * 

Ireland will have its first School- 
boys and Schoolgirls Exhibition in 
the Mansion House, Dublin, from 
July 20 to 25. It will be organised 
by Irish Exhibitions Ltd. 


Liquor ad. ban 


Advertisements for liquor and 
gambling are to be prohibited by 
Morecambe and Heysham Corpo- 
ration Transport Committee from 
display on its buses. A _ five-year 
arrangement with Frank Mason & 
Co., for advertisement rights on the 
buses has been made with this 
provision. 

* 


* * 

Over 100 agency men and promi- 
nent advertisers from the Man- 
chester area attended, at the 
Midland Hotel, Manchester, the 
first of the new series of current 
screen advertising shows presented 
by Theatre Publicity Ltd. 

* oe * 


The Home Secretary, Sir David 
Maxwell Fyfe, Q.C., M.P., will 
speak at the annual luncheon of 
the Religious Weekly Press Group 
to be held at the Criterion Restau- 
rant, Piccadilly Circus, on Friday, 
October 16. 


TV inquiry 
Leeds Chamber of Commerce is 
to set up a committee to inquire 
into sponsored television. 
* ot 
A daily newspaper through 
which the Church could express it- 
self to the man in the street was 
suggested at the Spring Assembly 
ot the Notts Congregational Union. 
- * * 


A proposal for co-operative ad- 
vertising by the Corset Guild or 
the Corset Trades Association is 
to be considered. 

ay * “ 

The Hedley “Win a Home” 
competition, heavily advertised in 
the national press, has attracted 
well over 100,000 entries. 

‘* * 


A. Eden Green, P.R.O. to Lam- 
beth Borough Council, spoke on 
“The co-ordination of publicity in 
a local authority,” at a Local 
Government Group meeting of the 
Institute of Public Relations. 

- . - 

Prestcold are holding a window 
display contest with £500 in prizes. 
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Sales efficiency key 
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says Monckton 


SELF-PROMOTION IS URGED AT 
ISMA ANNUAL CONFERENCE 
A call for more sales management in the job of exporting was 


made by Francis A. J. Harrison, chairman, at the Incorporated 
Sales Managers’ Association conference at Torquay last week-end. 


The sales promotion methods 
of the countries with whom we 
are competing form part of the 
competition we have to meet, he 
said. To meet such conditions, 
trained men should go overseas to 
do the selling, or work with ex- 
port agents in their territories 
over there. Opportunities for 
increased trade and new products 
were better discovered on the 
spot. 

Mr. Harrison, who is managing 
director, The Pyrene Cg., Ltd., 
believed that it would be unwise 
to depend too much on the re- 
duced costs that resulted from 
increased productivity, to help us 
competitively. Britain must sel] on 
quality as well as at a reasonable 
price. 


Importance of PR 


The difficulties of advertising 
in conditions of artificially limited 
trade were touched on by Noel 
Newsome, P.R.O., Harry Fer- 
guson, Ltd., in a talk that empha- 
sised the importance of “low cost 
to the consumer.” 

In conditions of artificially 
limited trade it was, he said, 
necessary to spend quite a lot on 
public relations activities directed 
at influencing governments, 
officials, bankers and the general 
public—i.e., the  electorate—as 
opposed to spending on direct 
selling advertising to the potential 
customer. 

He said that foreign govern- 
ments were more likely to grant 
currency and import licences for 
a low-priced product produced in 
great volume than for an expen- 
sive one. This was not merely be- 
cause low price was itself an 
attraction, but also because there 
was likely to be a strong demand 
among their citizens for the cheap 
product, and where citizens had 
votes this counted 


‘Men of vision’ 


Sir Walter Monckton, Minister of 
Labour and National Service, said 


that if industry was to be able to 
provide and maintain full employ- 
ment, it followed that salesmen had 


to sell more goods, and unless they 
did so Britain would be unable to 
have those better industrial processes 
without which it was not easy to see 


how she could maintain, let alone 
expand, her exports. 
“IT reckon.” he said, “that sales 


efficiency is the 
ate problems.” 
Sir Walter did not underestimate 
the difficulties of overseas selling. 
High level production, plus quality 
was needed. he said. 
He concluded: “We require to- 


key to our immedi- 


day, as never before, men on the 
sales side of business who have 
courage, imagination, vision and a 
sense of adventure. We need every 
ounce of skill and vigour that our 
salesmen can muster, and I look to 
you to do your part in gearing your- 
selves for this adventure.” 

On Saturday the Conference 
heard papers from L. W. Alexander 
(gencral manager, Schweppes Ltd.) 
and Leonard Hellawell (director and 
cost accountant, Jones's Sewing 
Machine Co., Ltd.), both of whom 
dealt with sales budgeting for profit, 
not merely for volume. 

Mr. Alexander suggested that the 
sales manager should forget his old 
standard system of remuneration on 
4a commission depending on sales 
turnover, throw in his lot with the 
production manager, and be paid a 
commission (he would hope at a 
far higher percentage rate) on the 
total of increased profits flowing 
from their joint efforts as a team. 
The surest foundation for successful 
sales budgeting for profit was close 
co-operation between the works or 
production manager and the sales 
manager, he said. 


Sales planning 


Mr. Hellawell stressed the impor- 
tance of controlling the sales effort 
by constant comparison between 
budget standards and actual per- 
formance, 


On “Expansion sales planning” 
R. F. Hatio (sales director, Wolk 
Electric Tools Ltd.) said until sales 


outlook changed from = the 
tion-cum-distributive 
of creative selling, business was 
likely to become increasingly diffi 
cult. He explained the necessity to re- 
train salesmen, and said that a start 
should be made by de-bunking the 
idea that people's needs and wants 
had vanished, or had been satisfied. 
Those needs were still there, he said, 
and it was a sales job to gain access 
to them. 


alloca- 
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to export market, 


F. A. J. Harrison, 
Minister of Labour; 


Left to right: 
Monckton, 


chairman of the Association; 
and D. R. 


Sir Walter 


Griffiths, director of the 


Association. 


Ad. Association 
for Wales? 


An Advertising Association 
of Wales, with subsidiary 
clubs in every resort and large 
town in the Principality, was 
envisaged by Arnold Jones, 
Colwyn Bay, when he was 
made life vice-president of the 


Publicity Club of North 
Wales, of which he was 
founder, 


The Marquis of Anglesey 
was appointed life president. 
and Frank Bottom, of Rhyl, 
was re-elected chairman with 
G. S. Holmes, Conway, secre- 
tary and R. L. Hutton, Colwyn 
Bay, treasurer, 


London campaign 
for Silver Dip 


Advertising in the 
evening newspapers Starts next 
week for Silver Dip, a new product 
being launched by J. Goddard & 
Sons, Ltd. 

For the past three months Silver 
Dip, a tarnish remover, has been 
test marketed in the Leicester area, 
ft has been supported by advertis- 
ing in the local press 

jow it is being introduced to 
London and the Home Counties 
The advertising is handled = by 
Colman, Prentis & Varley Ltd 


three London 


British 


A healthy and virile cross-section of the 
how E, O. Norton, director, Periodical Proprietors’ Association, describes 
the display of British trade, 

BI. Claude E. Wallis, chairman, 


press of to-day” is 


technical and specialised periodicals at the 


Council of the Trade and Technical 
Press of Great Britain, claims that they cover most of the country's industries. 


Manchester Bill 
opposed 


The Manchester Corporation 
(Advertisements) Bill was op- 
posed on each of the three 
occasions it was _ presented 
for Second Reading in the House 
of Commons last week 

It will be presented again to 
day (Thursday) and if it is again 
opposed, it will be put back for 
debate in the near future 

If it is not opposed to-day, or 
if it is successful on a division 
on the debate, it will then go to 
a Select Committee of the House 

Among the MPs who ob 
jected to the Bill last week 
were L. M. Lever (Labour), rep- 
resenting the Ardwick Division, 


Manchester, and Sir Geoffrey 
Hutchinson (Conservative, 
Ilford). 


Sir Geoffrey Hutchinson, Q.C 
is Vice-chairman of the Conserva- 
tive Housing, Local Government 
and Works Committee. 


Bristol ISMA fees 


up, members down 


Bristol branch of the Incorpor 
ated Sales Managers’ Association 
lost members during the past year 
as a result of the decision to in- 
crease fees from three to five 
guineas, said A. Hugh Jenkins re 
porting as chairman of the mem 
bership committee, at the annual 
mecting. 

Officers 
A. Leslie Davis; 
Hugh Jenkins; treasurer, H. ( 
Bellamy; vice-chairmen, G. M 
Corner, H. C, Bellamy, | HW 


ciected were: President, 


chairman, A 


Jenkins; secretary, F. A. Winter 

Committee chairmen: Education 
G. H. James; Social, P. M 
Gelderen Programme, B B 
Squire; Membership, G. M. Corner 


Representatives to national stand 
ng committees: Education, G. H 
James; Editorial, Jenkins ; 
Membership, G. M. Corner 


Best ad. film 


At the third International Cine- 
publicity Exhibition in Italy, a 
two-minute puppet film produced 
by Andre | Sarrut entitled “Beau 
Cutrassier,”” won the Sipra Opus 
Awand for the best advertising film. 
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Odhams appoint 


new directors 


G. L. MeLellan, general mana- 
ger, Boro’ Billposting Co., is one 
of five new executive directors of 
Odhams Press Ltd. He joined 
Odhams in 1921, became business 
manager of Boro’ Billposting in 
1939, and general manager in 1940, 
Mr. McLellan is a council member 
and past president, London Poster 
Advertising Association; past hon. 
secretary, Advertising Association; 
council member, International 
Chamber of Commerce; and inde- 
pendent member, Outdoor Adver- 
tising Industry Advisory Council. 

Harry Ainsworth, cditor, The 
People, and John Dunbar, editorial 
director, have been appointed 
directors. The four executive 
directors, in addition to Mr. 
McLellan, are: Jerome Chester, 
general manager, sales promotion 
and service department; H. L. 
Gibson, secretary of the company; 
Charles L. Shard, general manager, 
book department; and C. E. S. 
Wood, general works manager. 

* * * 

The directors of Associated News- 
papers Ltd. gave a complimentary 
luncheon to William J. Faux at the 
Savoy Hotel on Monday. 

The occasion was to mark his 
retirement from the advertisement 
directorship of the Daily Mail, The 
Evening News, Sunday Dispatch and 
other newspapers of the group. 
Every department was represented. 

Lord Rothermere, who presided, 
paid tribute to the great services 
which Mr. Faux had given to the 
company during 32 years. 

Stuart McC setes managing direc- 


ent 


Mes 


Work Over— . 
my chair ancl the : 


Senger 


tor, also expressed an appreciation 
of his ability and integrity. Mr. 
Faux replied with a speech of thanks 
and reminiscences. 

* 7 * 

W. S. Thompson, formerly in 
charge of advertising and publicity, 
Canadian National Railways, will 
be in the Abbey during the Coro- 


nation, representing the Canadian 
Daily National Newspapers Asso- 
chuion, 


* * 
R. B. Helling, managing director, 
Bath and Wilts Chronicle and 
Herald is convalescing after a recent 


illness. 
~ * 

Basil Sheldon, who joined 
Sheldons Ltd. poster advertising in 
1929 and who was elected a 
director in 1937, has been appointed 
joint managing director. 

* * 


* 
* John Brown, since 1950 publicity 
and advertisement manager, Falcon 
Press and associate group of com- 
panies The Grey Walls Press and 
Convoy Publications, is leaving to 
take over a similar position with 
an American publishing firm. 

* * * 
Arriving in London this month 
is A. E. Steed of Central Advertis- 
ing Ltd., the South African agency. 
He will tsa about six weeks in 


England and on the Continent re- 
newing business contacts. 


* * * 
At the annual meeting of the 
Federation of aster Process 


Engravers the following officers and 
councillors were elected: President, 
W. Gilchrist (Gilchrist Bros. Lid.); 
vice-president, A. N. Hunter (The 
Sun Engraving Co. Ltd.);_ hon. 
treasurer, J. Metcalf  Philipson 
(Philipson & Son, Ltd.). (The 
immediate past president is Sir 
James Waterlow.) Councillors: 
I. D. Blann, B. L. Bloor, L. Dear- 
den, J. R. Denby, F. E. Dubrey, 
G. Hoare, D. J. M. Lowe, A. C. 


Piercy, P. M. Waugh and W. L. 
Whitchurch. 
* * * 


Carstairs Turner, a director of 
Colin Turner (London) Ltd., pub- 
lishers representatives, has just re- 
turned from a two-months’ tour of 
British possessions in the Far East. 

s a result of this trip Colin 
Turner (London) Ltd. will shortly 
be launching a free Market Infor- 
mation Service to cover the terri- 
tories of Singapore, Malaya, Hong 
Kong, North Borneo and Sarawak. 
They already operate a similar ser- 
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OBITUARY 
J. F. Rumble 


J. Fred Rumble, for many years a 
director of Agence Erwoods, the 
Paris branch of Erwoods Ltd., has 
died in France. Aged 76, he was 
probably the first English adver- 
tising agent to set up business in 


France. 
. 
J. Laing 

John Laing, advertisement man- 
ager of Farming News, died sud- 
denly last week. 

A native of Edinburgh, he was the 
senior surviving link with the North 
British Agriculturist, a weekly 
journal which was merged with 
Farming News many years ago. 


Eric Horn 

Eric Horn, art executive with 
Masius & Fergusson Ltd., died on 
Saturday, aged 42. For many years 
before the war he was with London 
Piess Exchange. Later he served 
with Osborne-Peacock and Mather 
& Crowther. 


D. Richardson 


Danicl Richardson, former man- 
aging director, Workington Star, 
d.cd on Monday of last weck, aged 
75. He retired in 1951 when the 
company became a_ wholly-owned 
subsidiary of Cumberland News- 
papers Ltd. 


R. A. Hobdey 


Major R. A. Hobdey, advertise- 


He 


ing manager of the 
group of companies, 
join 
publications officer. 


vice for the West Indies. ment manager of Modern Transport 
* * * for the past 16 years, died last 
New president of the Market  [bursday after a long illness. 
pemeath Society is Sir Arthur J0imed the paper in 1923. 
wiley. 
- * * J. R. McPherson 
Tony Wilson, assistant advertis- John R. McPherson, editor 


Parnall (Yate) 
is leaving to 
Development Litd., as 


age of 85. 
Bata 


of the Dispatch in 1884 


CURRENT ADVERTISING 
AT A GLANCE 
ACCOUNTS MOVING: 


United Lubricants Ltd., manufacturers and distributors of 
Carburol, Dextro! and Wintrad, to Graham & Gillies Ltd.; 
Morning Foods Ltd. to S. C. Peacock Ltd. (Liverpool); 
Hatchards, booksellers, to Geo. J. Smith & Co., Ltd, 


NEW ACCOUNTS: 


Ensign Accumulators Ltd. and Stephen Grant & Joseph 
Lang, gun and rifle makers, for White & Carter Ltd.: Motor 
Factors’ Association (trade press) for Downtons Ltd; A. 
Browne & Son, Ltd., makers of catering and hospital equip- 
ment, and Animal Health and Welfare Products for David 
Macaulay Advertising Ltd. 


NEW CAMPAIGNS: 


Spa toothbrushes (G. Street & Co., Ltd.) national daily news- 


papers and women’s magazines, Optrex (Rumble, Crowther & 
Nicholas Ltd.) national daily and provincial newspapers, 
women’s and weekly magazines; Bourjois perfumes and 


cosmetics (Foote, Cone & Belding Ltd.) women’s weekly and 
monthly magazines; De Farre jewellery (C. J. Lytle (Advertis- 
ing) Lid.) class magazines, national daily and Sunday news- 
papers; Superma tepid wave (Austen-Johnson Advertising Ltd.) 
women’s magazines: Goddard's Silver Dip tarnish remover 
(Colman, Prentis & Varley Ltd.) London evening newspapers; 
Batchelors baked beans (Mather & Crowther Ltd.) large spaces 
in national dailies and full pages in colour in weekly 
magazines, Spring’s preserves (Hoffman & Co. (Advertising) 
Ltd. (Birmingham)}) national newspapers and women’s 
magazines; Vosene shampoo (Osborne-Peacock Co., Ltd. (Man- 
chester)) large spaces national daily and Sunday newspapers. 


the Forfar Dispatch, has died at the 
He assisted his father 
with the production of the first issue 
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Judging the British Direct Mail Advertising 
Contests are C. 
Charles R. Watson, and Gilbert McAllister. 


left) is B.D.M.A.A. 


Secretary. 


Newsprint for 
new papers 


Anyone may now, after nearly 
14 years, start a new newspaper. 
And 

There will be more newsprint 
for the Coronation, 

New newspapers are restricted 
only in respect of the total num- 
ber of pages they may print in a 
given period and the maintenance 
of a page-size not greater than 
that of the smallest page in the 
first issue. 

This relaxation is announced 
by the Ministry of Materials in 
the Control of Paper (News- 
papers) (Economy) Order 1953, 
which (a) frees new newspapers 
and those first published on or 
after August 16, 1940, from any 


restriction on the quantity of 
paper they may consume (but 
subject to certain requirements 


relating to the size and number 
of pages), and (b) allows all 
newspapers extra pages during a 


period of 16 weeks, May 3 
August 22. : ; 
The extra paging is, as the 


Minister announced jn March, in 
the case of a large daily news- 
paper selling at 14d. 30 pages, and 
there are corresponding increases 
for other newspapers. 

So long as the appropriate 
total paging allowance for the 
16 weeks is not exceeded, news- 
papers will be free to publish on 
any day during that period issues 
of as many pages, or as few, as 
they choose. 


Value of colour as 
a sales decider 


The value of colour as a sales 
decider was emphasised by Dr. 
C. M. Whittaker who gave the 
1953 Mather lecture at the annual 
meeting of the Textile Institute, at 
Bristol University, last week 
“The thing that finally makes a 
shopper buy a garment is colour. 
No matter how skilfully an article 
may be woven or knitted, it will 
not sell unless it is suitably 
coloured,” he said. 


N. lan Harris (second from left), Major C. 


Winners will be 
on Thurstlay, 


Photographic Enlargements 


in all sizes up to 80 sq. ft. in one piece 


The Autotype Co. Ltd., 
London, W.13 


Brownlow Rd 
EALing 2691 


Association Challenge Cup 
V. Wattenbach, 
Laurence Springett (extreme 
announced at a luncheon 
May 28. 
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‘Cube’ case 


for Lords 


The Court of Appeal on 
ion the dismissed the appeal: 


: Harman that £15,339 spent 4 : 
3 Late & Lyle Ltd. on the “Mr. : 
2¢ ube” campaign in 1950-51: 
tagainst the Labour Party's 
: proposals to nationalise the 
:sugar-refining industry was 
:an admissible deduction from 
: profits for income tax pur- 
: poses. 

: The Crown contended that 
:the whole of the money was: 
spent in fighting nationalisa- : 
:ton and not, as the company : : 
said, for the promotion of : 
:trade and increasing profits. : 
; However, Lord Justice: 


eee eee eeeeeeeere 


: expediency to prevent their 
tassets and goodwill being 
‘taken over. 

Leave to appeal to the 
House of Lords was granted 
to the Crown. 


Oe eee CPPS eee 
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Display service 

Ronson are operating a display 
van in the London area to instruct 
shop assistants in the best selling 
approach. The aim js to encour- 
age effective window and counter 
displays linked with press adver- 
tising. 


shows G. A. Rolston 
(right) and Thomas Lloyd after 
their arrival at St. Paul’s Cathedral 
at the end of their 325-walk from 
Sutton-in-Ashfield, Notts., to test 
the wearine qualities of standard 
wool socks, with nylon reinforce- 
ment, for 1. & R. Marley Lid. The 
Prit- 
Lid. 


This picture 


walk was arranged by F. C. 
Partners 


chard, Wood & 


Club News. 


Hult 
Tribute to retiring 


treasurer 

At the annual mecting of the 
Hull Publicity Club the following 
officers were elected: president, G. 
Harriott; chairman, Peter J. F. 
Brown; vice-president, G. French, 
Ald. F. Holmes, J. W. Hallo- 
well, Ellis F. Hopper, Lionel F. 


Larkin, T. W. Hazell, and Cllr. T. 
Wilcock; hon. secretary, Claude F. 
Brown; assistant secretary, C. G. 
Terry; hon. treasurer, W. Train; 
editor, G. French; and hon. audi- 
tors, W. Train and G. H. Walsh. 
Chairmen of Committees: club 
promotion, J. W. Hallowell; educa- 
tion, H. W. Smith; magazine 
(speakers, etc.), L. KF. Larkin; 
development, Laurence Firth. 
Chairman Mr. Harriott outlined 
new activities and foreshadowed a 
change in the title of the club. He 
suggested Hull Publicity and Adver- 


tising Club. Several committces 
would be formed so that more of 
the work fell on the membership 


rather than on the club's council. 

Mr. Harriott paid tribute to the 
“less glamorous work of the club” 
performed by T. W. Hazell, treasurer 
for 15 years, who was retiring from 
that position. A _ presentation will 
be made to him later. 


London 
Rule changes 


In future, the Publicity Club of 
London will hold its annual meeting 
in September instead of ta June as 
hitherto, This was decided at a 
general meeting on Monday, when 
amendments to the rules were unam 
mously approved. 

Officers for the year beginning 
July 1 will be chosen at a special 
meeting in June. At the annual 
meeting in September the report and 
accounts for the year ending on the 
previous June 30 will be presented, 
and the new chairman will be form- 
ally inaugurated 

Another change in the rules pro- 
vides that each year the two Coun- 


cil members with longest service 
will be ineligible for re-election for 
one year. This will create two 
vacancies for candidates not retir- 
ing Council members, and will thus 
ensure a flow of “new blood” to the 
Council. 


Claims in ads. 
for watches 


Not even watches with fully 
jewelled movements should be 
advertised as keeping “perfect 
time,” according to the British 
Horological Institute, But there 
would be no harm in saying 
“excellent time - keeping” or 


“accurate to within, say, 5, 10 
20, 30 seconds a day.” 

These are among the Institute's 
recommendations embodied in a 
leaflet, Advertising for Watches, 
which the Advertising Association 
has issued, 

The Institute prefers the phrase 

water - resistant” to water 
proof.” The features necessary t 
a water-resistant watch are listed 


ADVERTISER'S WEEKLY 


NEW CLUB IS 
FORMED 


Inaugural meeting of the Publicity 
Club of Peterborough was arranged 
for yesterday (Wednesday) 

The move to form a 
launched some Ume ago at a meet 
ing attended by the Mayor of Peter 
borough and representatives of many 
businesses. 

Ihe temporary committee estab- 
lished to inaugurate the club com- 
prises: L. W J. Hancock (F, 
Perkins Ltd.), chairman; Allan G. 
Towns (Peterborough Standard), 
hon. secretary; S. U. Vestey (br. 
Perkins Ltd), L. Stainsby (Peter- 
borough Standard), J. Pears and 
A. M. Albinson (Rooster Publicity 
Ltd.), G. M. Willimont and P, G, 
Dawkins (Marshalls Ltd.), J. Taylor 
(Hotpoint (Electric Appliance) Co., 
Lid.), and F. Keeley (Newalls Sales 
Group). 


Glasgow 
Gourlay as president 


D. C. Gourlay (D. C. Gourlay & 
Co., Ltd.) was elected president of 
the Publicity Club of Glasgow at 
the annual meeting held recently in 
the Grosvenor Restaurant, 
Sommerville (Sommerville & Milne 

td.) was clected to succeed him as 
vice-president and Duncan M. 
Wilkic (Mail Marketing (Scotland) 
Lid.) and Fred D. Greenhill, were 
re-elected hon. secretary and hon. 
treasurer respectively. Three new 
committee members are Cecile 
Keen (Ellis Lloyd (Advertising) 
Lid.); James W. Mustard (Temple 
Vress Ltd.); and T. H. Fairbairn, 
Jr. John Miller & Sons Ltd.). 


club was 


Allan G. Stephen installing his 
successor, D CC. Gourlay, as 
president of Glasgow Publicity Club. 
Golf 
—_-- 

J. M. Beable, managing director 
of A.A. Sites, won the Allardyce 
Palmer golling trophy at the Incor- 
porated Sales Managers’ Association 
Golf Circle mecting last Wednes- 
day. The meeting was held at the 


Addington golf club and the cup 
was presented by I. C. W. Bringan, 
xecutive of Allardyce Palmer 


o ¥ * 


The Press Golling Socicty beat 
the Bar Golfing Society by 104 
matches to 14 at Woking on Satur- 
day. Farlicr in the week the 
Lucifers beat the Press Golfing 
Society by S to 3: both teams were 
niertained to lunch by Major W, 
binsley Carr. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


A welcome awaits 


REPRESENTATIVES 
from 
PUBLISHERS, 
STUDIOS, 

FREE LANCE ARTISTS, 
etc. 

But please phone first 


DAVID MACAULAY ADVERTISING LTD. 
40 Bryanston Street, London, W.! 


ARTIST-VISUALISERS. 


GESTETNER LIMITED of 


MAIL 


REQUIRED by 


PAD. 0073/4 
EXPERIENCED VISUALISER AND 
LAYOUT ARTIST required by pro- 
gressive studio. Write giving full details 
and salary two 


Box 4544 Ad. Weekly 180 Fleet St EC4 
Opportunity 


for first class visualisers——-preferably 
with a flaig for enlivening the tech 
nical subject to offset high London 
living costs, by working at top rates 


in the provinces "lease forward rele 
vant details about yourself and a tew 


recent specimens which will be care- 
fully handled and returned Cogent 
Advertising Service, Trinity House, 
Trinity Street, Coventry 


Tottenham 
have vacancies for two girls (aged 15 
to 17) as junior artists. Good rates 
of pay are offered for a 374 hour week. 
Applications should be made wo the 
Personne! Officer, Gestetner Limited, 
Fawley Road, Tottenham, N.17 

ORDER HOUSE -London—te- 
quire keen Advertisement Manager for 
preparation Catalogues, Press Copy, 
Art Work, etc. Application to 

Box 4522 Ad. Weckly 180 Flee: St BC4 
Technical Monthly, 
capable shorthand (Pitman'’s) = typist 
copy clerk Commencing salary £6 
per week plus luncheon coupons, Apply 
stating age and experience: Box L.37. 
Jackson's, 54 Old Broad Street, E.C.2 


RATES: APPOINTMENTS VACANT, 3s. 6d. per 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch, All other 
. 48. per line, 45s. per display panel inch. Minimum, 3 lines. Box No. 
Series rates on application: all 
“Advertiser's 


| classifications 
one line plus 9d. covering 


postage, etc. 
under seven insertions MUST BE PREPAID. 
| Weekly,” 180 Fleet Street, London, E.C.4. 


280 


‘CLASSIFIED ADVERTISEMENTS | 


line, 40s. per display panel inch 


Address 


CHiAacery 8844 (Ex. 25). 


| | APPOINTMENTS VACANT 


Siteations Vacant: “The 


is excepted 
of Vacancies Order 1952." 


engagement of persous answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency f the applicant is a man aged 18-64 iaclusive or a woman aged 18-59 inclusive 
unless he of she, or the employment, the 


from the provisions of 


Replies stating 


Films & Television 


MANAGER REQUIRED 
to take charge of and develop 
FILM ADVERTISING DEPARTMENT 
and to plan T.V. service for Advertisers. 


An opportunity for a young man with 3 or 4 years 
suitable experience of advertising films and/or Radio. 


T. B. BROWNE LTD. Inc. Practitioners in Advertising 117 PICCADILLY, W.1 


experience and qualifications to the 


** Joint Managing Director ’’ 


LETTERING and layout 
experienced artist cequired. Progressive 
post. Five day week. Bonus scheme 


TWO SUNIORS §$ (beginners) required, 
must be willing to make themselves 
useful Ample encouragement and 
facilities tO learn commercia! art 
Apply Hawke Studios Lid., 22 Chenies 
Street, 1 


required by publishers of Building and 
Public Works Journal with view to 
appointment as Advertisement Manager 
Commencing salary £700. Full details 
in confidence, to 


Box 4584 Ad. Weekly 180 Fleet St EC4 


INFORMATION 
OFFICERS 


w'll shortly be appointed by a leading industrial 
organisation. Candidates should preferably reside in, 


or have good knowledge of, 


(1) North Lincolnshire 
(2) West Midlands 
(3) Ebbw Vale (Monmouthshire) 


Other essential qualifications are tact, experience 
of handling Management in industry, journalistic back- 
ground (including knowledge of local press) in either 
of the above areas; ability to collect and present 


information accurately and rapidly in crisp readable 


form. Salary and terms by arrangement, commen- 
surate with experience. Write 
Box 4594 


Advertiser's Weekly, 180 Fleet Street, London, E.C.4 


the following areas: 


First-class 


Box 4559 Ad Weekly 180 Fiecet St EC4 


ADVERTISEMENT REPRESENTATIVE 


| 
| 
| 
| 
| 
| 


| 
| 


| 
| 
| 


LARGE GROUP of 
require first class 


paper 
copy 


ing of machine and hand-cut rubber 
stereos Prospects excellent Position 
pensionable Write giving full details 
and salary required 


Box 4590 Ad 


YOUNG “LIVE™ 
REPRESENTATIVE 


required to sell high quality fashion 
and genera drawings Excellent 
prospects for right person, who would 
be responsible to owner of the Com- 
pany only Write giving full details 
to 


Box 4595 
Advertiser's Weekly 180 Fleet 8t EC4 


convertors 
and design 
arust who can also supervise the mak- 


Weekly 180 Fleet St EC4 


TYPOGRAPHER wanted in busy London 
Agency for widely varied work includ- 
ing adaptations Must be quick and 
competent and have good knowledge 
of process Write 
_ Box 4591 Ad. Weekly 180 F! eet St EC4 

UNUSUAL OPPORTUNITY for good 
Retoucher to start a retouching section 
in smal! but growing Studio. This is 
more than just a job—highest cemunera- 
tion and prospects offered to suitable 


man 
Box 4626 Ad. Weckly 180 Fleet St C4 


FIRST CLASS PRODUCTION MAN 
with agency experience wanted for 
ouc Birmingham branch To take 
charge of all mechanical production 
ot a group of accounts. Experience 
in client contact desirable Full 
details and salary required to: 
Managing Director, Ripley, Preston 
& Co td Carmelite Street, 
London, E.C.4, 


PRINTING 


well-established 
letterpress printers are 
young man, preferably with some 
knowledge of the trade for general 
duties in their London office Every 
opportunity will be afforded for train- 


firm of 
looking for 


ing with the ultimate view of repre- 
senting the Company in the London 
area Apply in writing 


Box 4586 Ad. Weekly 180 Fleet St BC4 


WEST END 


Publicity Organisation seeks a young, 


all-round artist, who can produce 
Original magazine and brochure lay- 
outs, 


has a knowledge of type and 
wants to get on. 


Mate age, 
ence and salary 


required to 
Box 4597 
Advertiser's Weekly 180 Fleet St EC4 


experi- 


EXPERIENCED MAN, 


conversamt with 


modern methods of scheme planning 
and contracts, required by large Agency 
(London) developing Outdoor Advertis- 
ing Department Apply by letter giv- 
ing full particulars of qualifications, 
age (mot over 35) and salary required, 
etc., to 


Box 4585 Ad. Weekly 180 Fleet St EBC4 


| 


’Phone your Classifieds to CHA 8844 (Ex 25) 


May 7, 1953 


APPOINTMENTS VACANT 


ABOVE-AVERAGE ARTIST 


required 


Above-average salary to right 
man who should have several 
years agency experience, be able 
to produce ideas, convert 
visuals into lively layouts and 
finished work to a high standard. 
The position offers good pros- 
pects, variety and scope. Pension 
scheme. 40 hour 5 day week. 
Apply by letter to Art Director, 
WHITE ADVERTISING 
Incorporated Practitioners in Advertising 
Warwick Road - Birmingham, 27 


WANTED for Trade 
Good 
Able 
Depart- 
8476. 
Finsbury 


wel] established 
Journal (Circulation 6,000) 
space seller, with long experience 
to assume jater position of 
mental Manager Write Box 
Frost-Smith Advertising, 64 
Pavement, London, E.C 2 
A YOUNG LADY required for 
ing and progressive position in Publi- 
city Department of leading London 
electronics company, Excellent oppor- 
iunity for the right applicant Must 
be well educated and experienced in 
modern office routine. if possible pre- 
viously in publicity but not essential. 
Shorthand typing Good salary, con- 
! conditions and pension scheme 
in first instance giving full de- 
tails tains age and salary requited 
to Ref. K€ 
Box 4588 Ad. Weckly 180 Fleet St EC4 


nterest- 


NOTLEYS 
require 
an experienced 


COPYWRITER 


with an outlook in 
keeping with the 
creative ideas 


of the agency 
7 


Applications 
in writing, should 
be addressed to the 
Managing Director 
Cc. D. NOTLEY 
ADVERTISING LIMITED 


15 HILL STREET 
LONDON, W.1 


ADVERTISING 


Opportunity arises for 
an experienced executive in a small, 
busy, fully recognised Birmingham 
Agency (1.P.A.) The position cafries 
good salary, is one of responsibility 
and calls for individual effort mostly 
on own initiative. Age around 35/40 
Sound qualifications and testimonials 
necessary All correspondence treated 
in strict confidence Full particulars 
of experience, 
Box 4587 Ad 


age and salary 10 
Weekly 180 Fieet St BC4 
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CLASSIFIED ADVERTISEMENTS | EXXDIGIIMRZUN 
| 


ARTISTS required for first class strip- 
work Cowboys, adventure, boy and 
girl comics in colour and black and 
white. Tel. KNI 1987 or write Vale 
Studios Ltd. 3 Harrington Road, 
South Kensington, S.W.7 

LETTERING ARTIST (man) required 
for design studio. Highly finished 


sketch work and at lIcast four years’ 
experience essential JUNIOR with 
some experience also required. Ring 
RIV 2040 Ext. 1094 ¥ 
YOUNG MAN, leaving school age, in- 
terested layout and lettering, required 
by Periodical Publishers for their Art 
Depariment. Good prospects 
Box 4593 Ad. Weekly 180 Fleet St EC4 


TWO FIRST CLASS 


LETTERING 
ARTISTS 


REQUIRED BY 


HAWKE STUDIOS LTD. 
22 CHENIES STREET, W.C.1 


IMMEDIATELY 
a 


HOLIDAYS WITH PAY 
CAN BE ARRANGED. 
GOOD SALARY TO 
REALLY GOOD ARTISTS 


Apply with specimens to Norman 
Bannister, Studio Director, 
or "phone Museum 1181 


WANTED. 


Publications Manager for 
old established Engineering Journal 
(Circulation 6,000); other functions 
already provided Would = consider 
participation by publishing or printing 
firm Write Box 8477 Frost-Smith 
Advertising. 64 Finsbury Pavement, 
London, E.C.2 


PROVINCIAL ADVERTISING 
AGENCY (Home Counties) has open- 
ing with prospects for man around 30 
with all round experience cither in 
small agency of provincial newspaper 
Office Details of experience and 
ambitions (including present salary) to 
Box 4599 Ad. Weekly 180 Fleet St EC4 


This is a studio where— 


FIRST CLASS ARTISTS 


are offered genuine 
prospects and appreciation 
of their capabilities 


and needs NOW 


(1) SCRAPERBOARD 
ARTIST 


(2) LETTERING 
ARTIST 


Excellent salaries and 
holidays this year. 


Full particulars to 
Box 4612 
Advertiser's Weekly 180 Fleet 8t EC4 


| 
| 


30 years 
Qualifications 


Duties 
papers 
language 
Type of Appointment 


allowance £30 
Income Tax 
Payable at low local rates. 
Quarters 
Passages 
Leave 


service 


Smith Street, 
experience. 


London, S.W.1, 


HER MAJESTY’S COLONIAL SERVICE 


A vacancy exists for an Information Officer (Male) in Uganda 
Experience in general reporting and feature writing; Verbatim shorthand 
essential— A good grounding in Provincial newspaper work preferable. 


Feature writing and general reporting for European and African news- 
Local touring necessary; Required to learn at least one vernacular 


On agreement for tour of 30-36 months in first instance with salary 
according to qualifications and experience in scale of £550-£1,140 plus 
cost of living allowance of 30°, with maximum of £300 per annum. Outfit 


Provided, if available, at rental of 10% of salary 

Granted free up to three adult fares on appointment and on leave 
Granted at the rate of 5 days for each completed month of resident 
Apply in writing to the Director of Recruitment, Colonial Office, Great 


giving briefly age, 
Mention the reference number CDE | 48/9/01 


Age limit 


qualifications and 


PRODUCTION ASSISTANTS, under 25 


years of age and possessed 
expericnee, are sought 
London agency 
considered for a 
agency are 
details of 
salary 
capable 
will 


of agency 
by a 


vacancy 
invited to write, 
their experience 
which they consider 
ot earning 
be granted two weeks holiday this 


with — 


year. 
Box 4531 Ad Weekly 180 Fleet St EC4 


McCann-Erickson 


require a 


JUNIOR 
TYPOGRAPHER 


He must be at present practis- 
ing typography, preferably in 
an Agency. The position pro- 
vides interesting and varied 
work—both print and press— 
on National accounts and a 


great opportunity to gain 
typographical experience. 
Applicants should be really 


interested in type and have 
practical copyfitting experience. 
Please write for appointment 
to: 


THE GENERAL MANAGER 
McCann-Erickson 
ADVERTISING LTD. 
Brettenham House, Lancaster 
Place, W.C.2 


leading 
Persons wishing to be 


themselves 
Persons appointed 


| Two 


MESSENGER BOYS urgently 
required by Artist Partners Lid, 44a 
Dover Street, W.1. Hours 9.30 to 60 
No Saturdays. Ring HYDe Park 9941 


SHORTHAND TYPIST 
with initiative 
qualified and competent in 
office work, required by West 
End Advertising Agency: 

* 


ROBERT SHARP AND PARTNERS 
3 Wyndham Place 
Bryanston Square, W.1 
Phone Ambassador 1471/4 


GENERAL ARTISI 


LAYOUT AND GENERAL ARIST 
required (not figure work) with experi- 
ence of Technical Accounts Enthusi- 
astic worker appreciated HOL born 
6379 


figure and still life, 


mainiy in line or national weckly 
with offices in London Ihe artist we 
are looking for must be able to pro- 


duce drawings original in character and 


in a variety of techniques Speed is 
essential Apply by letter giving age, 
experience and salary required to 


Box 4601 Ad. Weekly 180 Fleet St BC4 


YOUNG MAN with journalistic/adver- 
tising expericnce wanted as assistant in 
Publicity Department of Leyland 
Motors Ltd. Leyland, Lanes Duties 
include preparation of news items for 
Press, and general and internal works 
ublicity Applications to Publicity 

anager, Stating age, experience and 
salary required 


PRODUCTION MAN required immedi- 


ately for Advertising Agency which has 
a reputation for high standard work 
The position is a responsible one, and 
experience of export advertising would 
be an advantage. Our own staff are 
aware of this advertisement 

Box 4605 Ad Weekly 180 Fleet St EC4 


TWO LETTERING 
ARTISTS 


ONE JUNIOR 

ONE SENIOR 
REQUIRED IMMEDIATELY 
FOR APPOINTMENT WITH 
SPECIMENS TELEPHONE 


ARTIST PARTNERS LTD. 
44a Dover Street, W.! 
HYDE PARK 994! 


’Phone your Classifieds 


ate yy ION, 


Established Agency in 
mdon requires the services Of a first 
class Production Man. He should have 
a@ good a.\-round knowledge of process 
work and typefaces and be capable of 
handling a number of accounts. Ideal 
working conditions, good salary and 
holidays by arrangement. Apply, stat.og 
full particulars, to 
Box 4535 Ad. Weekly 180 Fleet St BC4 


| 
| 


| 


YOUNG MAN who has completed his 
National Service required by medium 
sized Agency as Production Assistant 
Write stating experience, age and 
salary required, to 
Box 4631 Ad. Weekly 180 Fleet St EC4 

LAYOUT. Opportuntty exists with estab 


ished technical agency for a man 
capable of producing first class layouts 
for presentation to clents. Holidays by 
irrangemenmt. Write fully to 

Box 4534 Ad Weekly 180 Fleet St BC4 


APPOINTMENTS AT 


POLY TOURS 


1. ASSISTANT 
TO 
ADVERTISING 
MANAGER 


2. COPYWRITER 
VISUALISER 


These appointments 
youngish men with 
round expericnce and an ambition to 
extend their outlook in a busy 
department working on varied assign 
ments, particularly dia-circulation, 


will appeal to 


a few years’ all 


mulli<oloug Magazine-type publica 
thons 

Essential qualifications: For Appoint. 
ment |. efficient production control 
all-round organising ability For 
Appointment 2, ability to dig for facts 
and present them in simple. sincere 
style, preferably with rough visuals 


Applications, in complete 
giving details of career 
required, to 


confidence, 
and salary 


Advertising Manager 
Polytechnic Touring Association Lid, 
73-77, Oxford Street, London, W.1 


PERSONAL 


AIR TRAINERS LID., 


SECRETARY 
Advertising Agency Chicf 
g00d working conditions 
hand typing speeds 
and agency 


Ht 


wanted by 
Own room, 
Good short- 
Initiative, ambition 
experience essential. Phone 
Advertising. WEL 8769 
Bicester Road, 
have the following 
ILLUSTRATOR 


Aylesbury, Bucks 
immediate vacancy 
TECHNICAL PUBLICATIONS Dé 
PARTMENT, experience of airbrush, 
retouching, perspective line drawings. 
Write to the Personne! Officer 


ASSISTANT 
to owner of Art Agency required 


Rare opportunity with exceptional 
possibilities for an ambitious, keen 
and alert young man of over 21 
years of age A flair for layouts 
would be helpful, although assisting 
in managing is the first requirement 
Apply giving full details in first 


instance to 


Box 4596 
Advertiser's Weekly 180 Fieet 61 EO4 


LEADING BIRMINGHAM Process House 


requires inside contact man (20-25), 
with working knowledge of blocks 
Write in strict confidence, giving full 


particulars of 
required. to 
Box 4606 Ad 


experience and = salary 


Weckly 180 Fleet St BC4 


NEW ART GROUP 


requires 
1. FREE-LANCE ARTIST 
2. FULL-TIME ARTISTS 


Holidays this year 
Good opportunities and 
highest pay for top-class work. 
All types of work required, 
particularly lettering, scraper, 
mechanical and figure re- 
touching. 

Please write stating clearly: 
a. Type of work you do; 
b. Whether accommodation 

required if free lance; 
c. Salary required if full 
time 


Do not 


send specimens at 
this stage 


Box 4613 
Advertiser's Weekly 188 Fleet 61 B04 


to CHA 8844 (Lx 25) 


| es | 
—| i || | 
— 
a= 

—a | _— 

—|—|__ 
| ee oe 
= = oe | 
= eo | 
— | —_=—e 


ADVERTISER'S WEEKLY 282 May 7, 1953 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant: “The eagagement of persons answering these advertisements must 

be made through a Local Ofhce of the Ministry of Labour or a Scheduled Employment 

——~ = the applicant ls a man aged 18-44 inclusive or a woman aged 18-59 inclusive 
she, or the employment, is excepted the provisions of the 


First class ey ea 


In beautiful Worcestershire . . . 


| ‘ 4 gtand opporiunity awaits a 

CASTROL , keen young copy visualiser. This is 

; 4 permanent appointment offering 

- unlimited scope in a young and 
Oil Company rapidly expanding agency lease 


write stating age. experience and 
salary required to: Managing Director. 
Severn Publicity Ltd., Worcester 


wanted has immediate vacancy at Swen, Biscemmane 
their He i 


Head Office in London PUBLICITY OFFICER. A Manufacturer 


ned > ace of Domestic Gas appliances invites 
for a technica! writer, aged applications for the post of Publicity 


i between 25 and 40, of proved Officer. Applicants must have a wide 


knowledge of all forms of publicity 
journalistic ability, with some and capable of handling extensive detail 
- . . : P eo work, The position calls for abjlity to 
technica] education and a keen write technical copy and involves 

“rest | “ngineering. Hi periodical visits to all parts of the 
interegy in enginec z : Country with members of the Sales 


duties will range from the Force to discuss with customers wie- 

, . dow _ displa and other ublicity 

W A D D y Cc oO R & writing of technical books on chemnen "Valiant aman aan 
. “ne » “ pensionable Send full details of 

lubrication and general engin Gaius ase aud Gitte caneee Bo 

eering to the preparation of confidence to Personnel Manager, 
Parkinson Stove Co., Ltd., Iron Lane, 

popular feature articles on Stechford, Birmingham, 9 


, allie jec ADVERTISEMENT REPRESENTATIVE 
motoring and allied subjects. pte ue gy ge yy ng 


This is a position that calls or somethin Write, stating age, qualifica- sumer Magazine in entertainment field 
P f 8 tions and experience and Box 4089 Ad. Weekly. 180 Fleet St EC4 


more than the ability to design advertise- salary required to the Publi- 


city Manager, 
ents to sat lients ; I a STUDIO SEVEN 
ments to satisfy clients; it calls for ct ae un ti 


creative abilit the first order, not onl : Ww. 
v | y of the first o y 46 Grosvenor Street, London, W.! VERSATILE GENERAL 
in the planning, from policy stage, of [ e ARTIST 


press advertisements that are fresh and S.W.1 district, to prepare large-scale LETTERING/LAYOUT 


staustical charts Draughtswoman or 


tracer might be considered. Please 
unusual in presentation, but the capacity write with, full “deta of experience, ARTIST 
: Box 4607 Ad. Weekly 180 Fleet St EC4 Only ex ienced m rom 
to design for the whole field of visual CAPE ATL rapes tx Sse | | 7 ne ae 
post. requiring good lettering — and 47 Red Lion Street, W.C.1 
publicity. We need a man who has had sonenetins, Pun éetals ope, expetionss. HOL: 9357/8 


salary required, to : 
Box 4616 Ad. Weekly 180 Fleet St EC4 


j j j ADVERTISEMENT COPY/CLERK for TEC 
at least five years visualising experience, VERTISEMENT. COPY /CLERK, (Or | TECHNICAL WRITER | required 
c P a rl know'edage of process work and print- edit and write sales literature and 
and who can back his design tricks with My Write | Oxford Circus. £7 | vertisement copy for engineering 
Box 4615 Ad. Weekly 180 Fleet St BC4 eine Ry OM 


logic as well as feeling. Will people who engineering background essential, with 


degree for preference Permanent 


appointment, with prospects, for a 
do not measure up to this standard Copywriter — qusltications, oupesloass ‘Gua "satay 


qualifications, experience and salary 
required to Chairman, 


i W. Hopwood 
please refrain from applying. Ideas Man & Co., Lid., 678 Mosiey Street, Man- 


required, preferably with experi- OUTDOOR ADVERTISING. Site 
ence in creating advertisements finder required in London area. Knowl- 
for domest.c electrical appliances — of London and ps a pro- 
and/or heavy electrical engin- edure an advantage. 
WRITE IN FIRST INSTANCE, GIVING DETAILS ccring products. Age about 25-30 Box 4600 Ad. Weekly 180 *Pleet St EC4 
PRINTING: Unusual _cmnortuaity for 
F EXPERIENCE AN Y REQUI young man in progressive City Printers 
we oa a Production First. as Order Clerk and later as 


a Good knowledge of 


To trad 
Assistant Box 4598 Ad. Weekly 180 Fleet St EC4 


required Main duties to organ- 

ise circulation of window displays 

The Art Director tn coenieuce of wiatew Sele PRODUCTION 

throughout British Isles but 

general production knowledge an 

advantage Age about 22-27 Young Assistant required for 

W Both vacancies are in busy g : q 

iF BOOTH ADDICOR publicity department of leading Mechanical Production Group. 

electrical enginecring company in Must have some experience of 
S.E. London. Applications giving d locks 

& PARTNERS LTD. details of experience, age and orcering bloc and typeset- 

indication of salary required to ting, and have completed his 

National Service. Please write 


38 PARK STREET, W.1 Box 4477 giving full particulars to 


Advertiser's Weekly 180 Fleet St EC4 H. C. Caffin 


EVERETTS are jooking for two or three | PRITCHARD, wood 


g00d young layout men with about 4 
years’ sound agency experience to & PARTNERS LTD. 
work on a number of interesting 
accounts. Please write to the Studio | | 25 Savile Row, London, W.! 
Manager, Everetts Advertising L*d., 
10, Hertford Street, London, W.1 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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May 7, 1953 


COPY/MAKE-UP CLERK, male 
quired for three technical monthlies 
Details of experience, 
required to 


Box 4627 Ad. Weekly 180 Fleet St EC4 


age and salary 


and pharmaceutical 


for active 
confidence to 


Box 4624, Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


Duties entail visualising, 
Unusually interesting posi- 


Good prospects 
ability. Replies in 


PRODUCTION, We require an additiona! 


production man with agency experience 
to handle group of accounts. 
full particulars or 
ment, or cal) Crane 
5/9, Quality Court, 
W.C.2. Tel 


CHAncery $287. 


First-class retoucher  re- 


quired, Top wages plus 
bonus. Good working con- 
ditions. Holidays with pay 
this year, Present staff know 
of vacancy. 

Write 


for appointment. 


Box 4619 
Advertiser's Weekly 180 Fleet St EC4 


Write 
phone for appoint- 
Publicity Ltd., 
Chancery Lane, 


OLD ESTABLISHED CITY PRINTERS 


Production Assistant, 20-25 
of printing, progress- 
liajson between 


require 
Some expericnce 
ing work and train as 
customer and work Ful! details and 
salary required to Box 066, Jacksons, 
c/o $4 Old Broad Street, E.C.2. 


SENIOR ASSISTANT 

REQUIRED 
for Exhibition and Display 
Section in London of the 
“ENGLISH ELECTRIC CO., 
LTD.” Previous experience of 
Industrial Exhibition work 
essential. 


Apply to Department C.T.S. 
336 Strand, W.C.2 


quoting ref. 1100. 


\ VACANCY occurs in the Advertising 
Depariment of a large Car Manufac- 
turing Group in the Midlands for an 
Assistan., age twenty to twenty-five 


Knowledge of Dealer Co-operative Ad- 
vertising woud be an advantage, must 
be quick and accurate at figures, good 
scope for advancement Write giving 
particulars of experience, and salary 
expected, to 


Box 4629 Ad. Weekly 180 Fleet St EC4 


ASSISTANT in SALES 
PROMOTION DEPARTMENT 


of Domestic Appliance Manufac- 
turers, preferably aged around 25/30 
with the ability to produce ideas 
and pencil visuals (NOT finished art 
work) for press advertisements, 
folders and booklets. An _ interest 
in, and knowledge of, window and 
point-of-sale disp.ays an advantage. 
West End office, S-day week, can- 
teen facilities and pension scheme. 


Apply with details of age, experi- 
ence, salary required, in strict 
confidence, to: 

Box 4614 


Advertiser's Weekly 180 Fleet 8t EC4 


ARTIST. London Studio requires another 
first class man for lettering. Ideal con- 
ditions and holidays as arranged, Weite 
in contklence 


giving full particulars, to 
Box 4533 Ad. Weekly 180 Fleet St BC4 


LAYOUT MAN 


required by London Agency 
Alick worker, 


Clean 

able to adapt and 

mark-up accurately. Write stating 

age and Salary required to: 
ART DIRECTOR 


Box 4622 
Aavertiser's Weekly 186 Fleet 6t £C4 


ALERT YOUNG MAN (20's) with 
genera! knowledge Publicity and Ad- 
vertising required as Assistant to Pub- 
licity Director, Film Company. Film 
experience not essential, but must have 
enthusiasm 


Box 4621 Ad. Weckly 180 Fleet St EC4 


ASSISTANT 


To 


SPACE BUYER 


required for London Agency 
ence of similar work essential. Must 
be competent shorthand typist 
Interesting and progressive position 
Wie stating age. experience and 
salary required 


Box 4623 
Advertiser's Weekly 188 Fleet 61 EC4 


Experi- 


MOTOR MANUFACTURER 


requires 
young keen reporter for factory works 
magazine liaison ust be prepared to 
live in provinces Own car an asset 
Salary in accordance with age and 
experience 

Box 4625 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS ARTIST for Silk Screen 
Department of Mils & Rockleys, Ltd 
S-day weck. Staff Pension Scheme, cic 
Apply Crown Street, Ipswich 


Production 
Assistant 


Required 


for Advertising Agency 
with a number of 
Technical and Industrial 
Accounts. 
Please telephone 

REG: 3891 


Well-known London 
cializing in Posters and Showcards 
desire increased representation § in 
London and Provinces. Apply, giving 
details of experience in strictest 
confidence. to Managing Director. 


Printers spe- 


Box 4611 
Advertiser's Weekly 180 Fleet 6t EC4 


’Phone your Classifieds 


ul 


APPOINTMENTS WANTED 


DO YOU WANT COPY THAT SELLS? 
I can produce it. I have written copy 
for a year in New York on wide 
variety of Products Education? 
America’s finest Gitis’ Public Sohoo! 
2 years University. I need a junior 

copywriting post in Advertising Agency 

Department or Public Relations firm. 

Box 4492 Ad. Weekly 180 Fiect St EC4 


EAPERI STE NOGRAPHER, mature 
oullook, tul.y expericnced Agency 
metaods, copywriting, etc., secks eflcc 
tive employment, no nevessarily 
secretarial 
Box 4602 Ad. Weekly 180 Fleet St BC4 

YOUNG LADY, 21, requires junior 
position with agency in layout. Know!l- 


edge photography 
Box 46003 Ad. Weekly 180 Fleet St BC4 

WOULD YOU LIKE to feel that the 
matter has been attended to? If so 
p.case contact conscientious young 
executive, 27 years old, experienced in 
Disp.ay and Exhibition, who secks post 
early July. 

_ Box 4608 Ad. Weekly 180 Flect St EC4 

YOUNG advertising man, formerly 
Production Assistant, Copywriter, Ac 
count Executive—adding up to 8 years 
exgericnee, seeks excoutive position 
Aged 25. Future prospects important 
Box 4563 Ad. Weekly 180 Fleet St EC4 


ART DIRECTOR (44) 


wide experience acquired with 
four leading London Agencies, 
secks position __ preferably 
where specialised export 
knowledge could be used to 
advantage. Fresh from several 
years spent on the Continent, 
where he held a _ creative/ 
administrative position in one 
of the largest International 
firms. Fluent French, knowl- 
edge of German, Dutch. 
Box 4604 
Advertiser's Weekly 180 Fleet 61 EC4 


SHOKLTHAND-TYPISIS. 
taries, Clerks, cic, If you are im urgent 
need of staff, contact Embassy Bureau, 
Excel House, Whitcombe Sueet, W.C.2. 
(WHltehall 5924) We specialise in 
efficient personnel. 

ART director/contact on consumer and 
technical accounts, secks change. Know!l- 
edge—production, print, copy, direct 
mail, sales promotion, admynistration. 
Box 4580 Ad. Weekly !80 Ficet St EC4 

SIUDENT. Virue mund, able to visualise; 
knowledge jayout; keen copywriter 
wishes to join Agency to develop strong 
creative potential. Salary unimportant. 
Box 4341 Ad. Weekly 180 Ficet St BC4 

LADY SPACE BUYER desires 
Secretarial, contacting, 
shorthand / typist fully 
agency routine. 

Box 4562 Ad, Weekly 180 Fiect St BC4 


FREE LANCE SERVICES 


PUSLASMEMS desire to contact two com 
merc.al arusts with a view Ww giving 
them office space as an Art Studio at 
a greatly reduced price; obtaining work 
for them and gencrally working in 
close co-operation. Interested only in 
highest quality of work both in design 
and execution Managing Director, 
London Choiwe Ltd., 48, Brook Street, 
W.1. GRO 5005 

DO YOU WRITE sience 
just an adventure talc 


Private Secre- 


change 
competent 
experienced 


fiction? Not 
that could hap- 


pen anywhere in this world. We want 
pure science stories, 12,000 to 14,000 
words in length. Any manuscrips 
send to 


Box 4618 Ad. Weckly 180 Ficet St BC4 
ARTIST FREE LANCE secks extra com- 

mission, experienced in card construc- 

tions, showcards, cut-outs, cartons, 

design, lettering, colour and line. 

Box 4529 Ad. Weekly 180 Fieet St BCA 


BUSINESS OPPORTUNITIES 


ADVERTISEMENT SPACE SELLER can 


secure directorship in company with 
substantial existing revenue from 
Periodicals and excellent prospects 


exparsion Investment £3,000-£4,000 
Salary and share profits proportionate 
Box 4620 Ad. Weckly 180 Fieet St EC4 


| 


to CHA 8844 (Ex 25) 


OFFSET 


ADVERTISER'S WEEKLY 


COMTI | CLASSIFIED ADVERTISEMENTS | 
: 


MEDICAL COPYWRITER 


Well educated copywriter (Male) about 30 required by West 
End Agency mainly for work on first-class ethical medical 
accounts. 
copywriting and client contact. 
tion for individual fully conversant with this type of special- 
ised work. Salary according to experience. 
man with good creative 


POSSESS YOUR OWN TYPEWRITER! 


Royal, Remington, Underwood, Im- 
perial, ete Standard and Portable, 
full guarantee. Easy hip. or cash from 
£10. Metycican, 13 yk Street, 
Shaftesbury Avenuc, W.C 1EM. 
6332/3 


PIN-UPS for Advertising Agents, Maga- 
zines and Calendars. Continual supply 
available-—-Particulars, Gotlop 


Philip 
24 Kens ngton 
WeEStern 410 


Photographs Lid., 
Church Street, W.8 


LITHO PRINTING. 
quality work at competitive prices, 
Broadshects, Brochures, Labels, Show- 
cards, etc. The West Yorkshire Print- 
ing Co., Ltd.. George Street, Wakefield. 
Telephone 3438/9. London Agent: H. 
Ridgeway, 148 Strand. Temple Bar 8103, 


Highest 


A SERVICE 
TO AGENTS AND THE TRADE 
By Wm. Carling & Co., Lid., Hitchin 
Periodical, colour and general print- 
ing by a modern plant producing 
FIRST CLASS WORK 
Our London Office Exccutives are at 
your service 
27 Abbey House, Victoria St., S.W.1 
Phone ABBey 1609 


COUNTY BOROUGH OF 
SOUTHEND-ON-SEA 


PRINTING OF HOLIDAY 
GUIDE 


The Corporation invite tenders 
for the production of 30,000 
copies of a Holiday Guide for 
1954, alternative sizes 94” x 7” 
or 84” x 54” in two-colour letter- 
press and half-tone with a four- 
colour photo inset. 


Specification and form of 
tender may be obtained from 
the Publicity Officer, Pier Hill, 
Southend-on-Sea. Sealed tenders 
must be received by the under- 
signed not later than 29th May, 
1953. 


ARCHIBALD GLEN, 
Town Clerk, 


ACCOMMODATION 


STRAND. Large Drawing Office/Studio 
to let at £4 p.w. inclusive Phone: 
FLA 8540 


ROOM in offices of advertising consultant, 


suit artist and /o¢ copywriter, al 
nominal rent. Regular small commis- 
sions and good prospects for man 


prepared to co-operate with consultant, 
$ox 4610 Ad. Weekly 180 Fieet St kos 


SPECIAL ANNOUNCEMENTS 


See April 9 issue of ADVER- 
TISER'S WEEKLY, pages 64 and 
65 for the Monthly Register 
of Trade and Specialist Pub- 
lications Section. May 14 will 
be the next issue containing 
this Register. 


See April 16 issue of ADVER- 
TISER'S WEEKLY, pages 120, 
121, 122 and 130 for the Ad- 
vertising Services & Supplies 


Section. May 14 will be the 
next issue containing these 
Services. 
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ADVERTISER'S WEEKLY 


180 FLEET STREET 


CHARLES W. CAIN, author of “Military Aircraft of the 
U.S.S.R..” believes that Russia has flown an atomic-powered 
bomber. His evidence is not conclusive. But—in the belief that 
there is seldom smoke without fire —-R.A.F. Review publishes 


this article and leaves readers to jugge cyme tional 
gh they are—for themselves . A ! oO An~ 
POWERED 
7 red air. 
BOMBER 
* ~ 


momentous gom Nar « 


Has Russia 
built it? 


tw | ine bastern Zone of G 
that it would eventually reach the, ¥ 
Germans, in turn, passed the informality 
Zone. And so, eventually, through my 
arrived in Britain. 


PROJECT ONE 

This concerns an atomic-powered aircraft engh ! 
under development at the Soviet Atomic Energy Stay 4 
the Altai Mountains of Mongolia. The work is unde 
control of Major-General Stepichev, a strict disciplin 
who is keeping very tight rein on leakages*—a task m 
easier by the remoteness of the experimental site, 

But before transfer to Mongolia the nuclear-engine 
development was being carried out by a Polish scientist 
Roman Czestowicz—as long ago as 1948 in his own country. 
Czestowicz was known to be working on a nuclear rocket 
motor using a Uranium 235 reactor with mercury as the heat 
transter agent. Once the work looked like being successful 
it was lifted bodily to Russia. Since then, of course, there has 
been little reliable news. 

One of the major problems in producing an airborne atom- 
powered unit is the weight of the shielding necessary to pro- 
tect the crew from harmful neutrons and gamma rays. Lead 
or concrete is an ideal material for this purpose, but it has 
been estimated that something like 20 tons may be necessary 
to provide adequate safety. (Because of this shielding 


factor the American atomic-aircraft may well be as large if 
not larger, than the Brabazon, with an all-up weight in the 
region of 350,000 Ib.). 


| “pews is presented. 
‘The Review’ is a sound choice for national advertisers — 
especially of men’s consumer goods, A strong medium, too, — 
for branded goods in N.A.A.F.1. overseas. Photogravure : 


ROYAL AIR FORCE 


Flying Review 


LONDON, E C 4 Tel 


Published by the Propriet SINESS PUBL 
May 7, 1953 F ed in England by § 


ATIONS, itd, at 
taples Printers Limited at therr Great T 


CHAncery 8844 


their 


May 


Lit RSDAY 1953 


— STOP PRESS — 


KEMSLEY: GROWING APPRECIATION 
ADVERTISING 


OF VALUE OF 


Year of unusual activity in the 
advertising field is discussed by 
Viscount Kemsley in his review to 
be presented at the annus! meeting 
of Kemsley Newspapers Litd., on 
May 28. 

“(Larger newspapers,” he states, 
“enabled larger spaces to be 
offered to advertisers and also 
required a larger volume ot adver- 
tising to cover the increased costs. 

“Fortunately, under the leader- 
ship of the advertising agents and 
the most progressive businesses, 
the value of advertising is increas- 
ingly appreciated 

“More and more i is being 
recognised that those who do not 
regard advertising as an important 
und = essential element in their 
budget are missing opportunities. 

“The demand tor advertising has 
been assisted by the relaxation of 
controls, carrying with it the need 
once more to seek directly, the 
favour of the consumer. lea, 
petrol, and in 1953 chocolate and 
eggs, have been accorded a tree 
competitive market and the 
columns of the press have been 
freely used to advertise them all. 

“Those who took time by the 
forelockh have benefited as they 
deserved.” 


NEW TYPE OF WEEKLY 
PERIODICAL 


New type of weekly periodical 
described as “unique in publishing 
history” to be launched on May 27 
under the title “Week-end Novel.” 
a 24-page folio size paper selling ut 
sixpence. kach week a complete 
novel, already published in book 
form will appear, starting with 
“The Hunter Is The Hunted,’ by 
A B. Cunningham. Initial mini- 
mum print order is 100,000. Ads. 
will be accepted. Kates not yet 
unnounced. National advertising 
will back first issues. Campaign to 
use national and provincial news- 
papers and trade press. tn addition 
a million handbills will be distri- 
buted in London, and leaflets and 
posters will be sent to newsagents. 
Among those connected with the 
venture are D. H. Glen-Bolt, man- 
aging director of a City printing 
house, and Goulden Landsborough, 
author and journalist. 


New tape solder, produced by 
Multicore Solders Ltd., launched in 
radio, electrical and «automobile 
trade papers, to be publicised in 
model making, photographic and 
model aircraft: publications. New 
campaign in these journals and 
newspapers, being planned tor the 
autumea, when national distribution 


will have been secured Ayvents : 
R. S. Caplin Ltd. 
G. R. Hidden, Colgate, Palm- 


olive, Peet, Ltd., states: “bor 
sume weeks now, several advertising 
agents have been under considera- 
tion by Colgate, Palmolive, Peet, 
Ltd.. for handling the «dvertising 
of certain of their products. Con 
trary to an earlier rep ort. Foote, 
Cone & Belding are precluded from 
accepting the assignment because 
it conflicts with the iwterests of 
seme of their existing clients.” 


office at 180, Fleet Stree t 4 


ct 


SOLDIERS IN ADS 
MINISTER APPROVES 


Secretary of State for War (Mr. 
Anthony Head) said in the Com- 
mons that he welcomed the use ol 
pictures of famous regiments in 
commercial advertisements — pro- 
sided details were accurate. 

They were a very usetul form ot 
free publicity tor the Army. As 
tur as he knew, no contributions 
were made to regimental funds tor 
the use of such pictures. 

Asked if he would consider in- 
viting such contributions, Mr. Head 
said this might act as a deterrent. 
it would not be tair to expect a 
bonus from everybody who used u 
soldier in an advertisement. 


I. W. Jefkins told Barnes C ham- 
ber of Commerce that certain ad- 
vertising contractors were seching 
to sell advertisement) space in 
guide - books, directories, — street 
plans, estate agents tolders and 
other publications which were ot 
little if any advertising value. 

He said there were highly reput- 
able firms producing — excellent 
mediums, but warned against 
“fringe of racketeers.” 


Unconfirmed reports say licences 
tor commercial TV will be issued 
by the Government betore the end 
ot the year. 


Henry J. Sutclitte, 
past-chairman of the Publicity Club 
ol Leeds, and senior vice-chairman 
of the Leeds branch of the 
porated Sales Managers’ Associa- 
tion, has left for a business tour of 
the United States and Canada. 


Carl Brunning, managing director 
of S.C. Peacock Lid., is making a 
fiving tour of his company’s conti- 
nental agents. 


Miss Shirley Warden, daughter of 
Col. George Warden, managing 
director, Armstrong-Warden Ltd., 
was presented to the Queen and 
the Duke of Edinburgh, at the 
afternoon Presentation Party at 
Buckingham Palace on Monday. 


Campaign breaks to-morrow 
(hriday) in national dailies and 
cluss magazines for new Humber 
i fitted with the 
new Blue Riband engine. Agents: 
Basil Butler & Co., Ltd. 


Osborne-Peacoch Co., Litd.. are 
moving to larger premises to- 
morrow (Friday) at 26a, Albemarle 
Street, London, W.1. 


Campaign breaks to-day (i hurs- 
day) tor new Daimler 25 litre 
Conquest saloon with hall-pages in 
“The Times.’ “Daily Express.” 
Also booked are 11 inch triples in 
national dailies. Sundays, and pro- 
sincial papers, other spaces in class 
magazines and motoring = press. 
Agents: London Press Pxchange. 
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